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Fly TWA to your meetings 


‘ 


——, 


ave a wonderful trip to your convention! 
Across the U. S. or overseas, 
enjoy all these advantages on T 


Exclusive, one-airline travel. You can fly TWA all the way. It’s the only one-airline service 


between 70 key U.S. cities and 23 world centers abroad 


Superb TWA Boeing 707s vet you there in less time, give you more time for business, more 


time for relaxation. TWA Jets fly non-stop between major U.S. cities coast to coast 


TWA Intercontinental Boeing 707s [ly you to Europe in just 6 hours, 25 minutes. Daily 


flights now to London, Frankfurt, Paris, Rome, soon to Lisbon, Madrid and Athens 


Free stopovers. Visit many extra cities overseas at no extra cost... en route to or from your 


meeting. Ask about interesting TWA “side trips” and Post-convention Holiday Tours 


Your choice of service. For luxury. . . deluxe First Class Ambassador, featuring complimen- 


tary cocktails, gourmet meals. For great savings .. . thrifty Sky Club Coach or Economy service 


Next trip...fly TWA! For reservations, call your travel agent or nearest TWA office 


FLY THE FINEST... FLY ? We. TRANS WORLD AIRLINES 


USA* EUROPE « AFRICA * ASIA 


This Time . . . VOTE TO GO AFLOAT 


for More Successful 


CONVENTIONS » SALES INCENTIVES » SEMINARS 


Take Your Pick of “Pleasure Island Cruises” 


for as little as $25 per day per person. 


Vote. for the greatest convention package ever! . . More exciting . 
more glamorous . . always more successful . . everyone will vote to go! 


You have a captive audience... all At no extra cost, our professional 
in the same boat . . . no one can wander Convention staff plans and executes your 
away ... your business sessions are al- promotion— programmes your meetings 
ways better attended . . . guest speakers and sails with you to assure that every 
address a full house . . . everyone com- promise is performed. 


ae Seete GO sesee, Besaes Pleasure Island Cruises cost as little 


dations from 50 to 1,000 persons per ship 
or successive cruises handling 5,000 per- 
sons. Wives prefer it! Compare a Con- 
vention Afloat with any other facility, 
the world over !! 


Cruise two, three or more business 
days away. as you prefer, from any one 
of ten Atlantic or Gulf ports to your 


as $25 per person per day which is a 
total cost that includes everything—pro- 
motion, travel, entertainment, program- 
ming, including your ship as your hotel 
throughout. No group too small, no 
group too large, get full particulars now 
from the world’s foremost operators of 


Conventions Afloat for the past decade. 
nearest exotic Caribbean Island. 


Choose from famous trans-Atlantic 
liners for superb cuisine — delightful 
staterooms—sumptuous meeting rooms— 
enjoy top-flight Broadway entertainment 
nightly—dancing tc two or three orches- 
tras—deck games—swimming in indoor 
or outdoor pools. 


REE f Send for your copy of our 
¢ handsomely illustrated Con- 
vention Brochure now 
Also let us send complete costs for 
a cruise of approximately Days. 
SEE YOUR LOCAL TRAVEL AGENT OR Approximately 


P a Approximate sailing date 
= Signed . — 
rb beCue Mie _/ites Firm 


Address 
Main Office: Sovthern Building, Washington 5, D. C. City . 
John E. Smith, Jr., President 


- Address: Caribbean Cruise Lines 
Pioneers and World's Lergest Operators of Conventions Afloot. Southern Building, Washington 5, D. C. 


Phone STerling 3-8181 
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~ THEM 


ALL... 


... but never anything—any place— 
like The New Marrakesh for its Pre- 
miere Season opening in January, 1960! 

The Marrakesh is new! exciting! 
Striking! refreshingly different! In an 
exotic foreign land, built on a pictur- 
esque hillside of natural coral that 
slopes to the edge of Jamaica’s blue 
Caribbean Sea. Breathtaking in archi- 
tecture, decor, and furnishings. Guest 
rooms without equal! Each includes a 
step-down sitting room, a huge terrace 
and a magnificent sunken Grecian Bath. 

Perfect for groups up to 500, and 
with exciting native entertainment, 
free-port shopping, fabulous water 
sports, the Marrakesh is a Sales Incen- 
tive Prize without equal! 


For information, write, wire 

or phone collect 

Jack M. Slone, Director of Saies 
Shelborne Hotel Miami Beach, Fla. 
JE fferson 1-127] 


The NEW 


MARRAKESH 


HOTEL Completely Air-Condit 
Ocho Rios Shore, Jamaica, W.1. 


A RESORTS INTERNATIONAL HOTEL 
in Miami Beach, The Shelborne 
Atop Lookout Mt., Castle In The Clouds 
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Meeting Market 


This Business of Business Meetings Is Big—Mighty Big! 


Meeting Techniques 
Brunswick Out to Bowl ‘Em Over 
Do-ALL Powwow Each Week for Fourth of “Braves” 
How to Keynote a Meeting 
How to Learn from Staff of New Subsidiary 
Meeting for Doctors Examined 
Pepsi Throws Everything into Session to Hypo Bottlers 
Round Tables Cut Costs 
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Cook Up Permanent Gas Show 
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some people ask 
the man in the 
Street .... 


wn themselves 


4 ES 


But, for professional 
group travel planning, 
those who know 

come to 


TRAVEL CONSULTANTS, 
INC. 
in the nation's capital. 


When every detail of a trip 
must be perfect, don't rely on 
@ general practitioner: Call 
in the specialists in quality 
group travel technique. Long 
experience in developing group 
itineraries and arrangements 
for prominent organizations 
throughout the world enables 
us to tell you what works — 
and why! 


Call or write today for the answer fo your 
group fravel requirements. 


Sravel Consultants 


INCORPORATED 
1612 “K" Street, N. W., Washington 6, D. C. 
(telephone—DI strict 7-9228) 


N. Sidney Nyhus, President 
David Randall, Manager, Group Sales 


Dimension! 


Exhibitions add vital di- 
mension to your selling... 
The dimension of “dia- 
logue” not present in 


advertising ... The dimen- 


sion of demonstration, not 
present in most sales calls 
... The dimension of econ- 
omy, many excellent in- 
terviews in fewer hours 
which only the exhibit can 
provide ... the dimension 
of “association” to a spe- 
cific market! 

The Exposition Management Association is 
an earnest group of both trade and public 
show managers bound together with the 
objective of improving exposition stand- 
ards, techniques and results for the exhibit- 
ing customer. The method: better shows for 
the audience. You can expect good results 


from an EMA exposition manager’s show. 


EXPOSITION MANAGEMENT ASSOCIATION 


30 Members holding 
72 shows throughout 
the USA and Canada. 
72 West 45th Street, 
New York 36, N. Y. 
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A Frank Discussion 
About Budgets for 
Incentive Sales Programs 


THE word "budget" has no place in an incentive sales program. 
It should not exist. Here's why: The purpose of an incentive 
program is to reach a set percentage of increased sales above 

normal current output. These increased sales mean increased 

3 profits (or decreased losses). It's from these profits that you pay 

videtien x iden the cost of your program. Final expenditures are determined 

Sk Sines tn eee echiei solely by the volume of the increased percentage of sales 
program...” attained. 


4a. you stert with neither budget nor travel prize when you plan an 
incentive program. Your first problem is to decide exactly what your marketing 
objective is. If you isolate this objective, you can then decide what kind of realistic 
goals can be set 


NLY when you know what has to be done and what can be attained, do you talk 

money and rewards. It is a simple matter to pick a spot that will spark contestants 
to put forth that extra sales effort. It's no trick to discover how much cash you have 
to work with to give the winner the time of his life. 


HAT takes special! skill is to determine the true potential for your program—to 
develop goals that are fair and attainable. It takes competent analysis of your 
individual seles problem to determine whether your promotion will be successful 


RAVEL as an incentive goal has already proved itself through the years as being the 

most effective lure. Industry has found that a trip is more enticing to get better 

performance than cash rewards. Incentive trip programs work. And that is why use of 

incentive travel programs has been spiraling upward. The destination. . . or “prize 
can only be considered after you determine what you want to accomplish 


Martin B. Iger & Co. has been conducting travel incentive sales cessful program where we heve been in control of the merchandising 
programs for 28 years. Our major contribution to industry centers plan. We take great pride in the fact that top management in 
around our ability to properly analyze your marketing problem and blue chip” companies and advertising agencies have been relying 
arrive at @ program that is realistic. We have never had an unsuc- on our judgment since 1932. 


One of our experienced market analysts, specially trained to discuss your problems, is available by just contacting 
our nearest office. We will be happy to apply our many years of experience to your problem. 


H PLEASURE-PLANNED MERCHANDISING 


- 
\ 
MARTIN B.IGER Sco. — 


~ 


\ so PRAVEL PROMOTIONS * CONVENTIONS © INCENTIVE PROGRAMS 


~ 


~ - 
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TIMES BUILDING, 1475 BROADWAY, NEW YORK 36, Wisconsin 7-2888 


A WELL PLANNED INCENTIVE PROGRAM CAN: (I) give you a larger share of an existing market; (2) increase sales volume; (3) 
dispose of obsolete products; (4) strengthen distribution channels; (5) combat price cutting; (6) increase sales outlets. 
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If vou are faced with an ex- 


panding need to move more goods, here's one an- 


swer that has proved successful throughout the 
country: a Pan American Trav el-Incentive Program. 

You can send your top salesmen to anywhere in 
the world—or around it—by Pan American. An ex- 
pert Pan Am representative will map out complete 
details for a travel-incentive program best suited 
to your particular needs. He'll even show you color 
movies of the world’s finest resort sites. And, your 
final low package rate covers every detail—like 
tips, insurance, even recreation activities. 

Or, this year why not hold your convention 
abroad. Nowadays the best sales meetings “come 
to order” overseas. Imagine the response when you 
announce that your next convention will be held 
in Nassau, Puerto Rico, Bermuda (or in Europe, 
South America, Hawaii or the Orient now served 
by Pan Am’s new giant Jet Clippers* )! Watch those 
sales figures shoot up after your salesmen return 
from a convention overseas. 


FIRST ON THE ATLANTIC 


FIRST ON THE PACIFIC FIRST IN LATIN AMERICA 


Not only is an overseas convention a great morale- 
booster, but it gives your company added prestige. 
And, you'll be surprised to find that the cost is 
often less than conventions held in crowded do- 
mestic cities 


Pan Am, World’s Most Experienced Airline, is 
prepared to handle every detail of your convention. 
For further information on both Travel-Incentive 
and Overseas Conventions, please write to Henry 
Beardsley, Pan American, Box 1790, New York 17, 
New York. 


WORLD'S 
MOST EXPERIENCED 
AIRLINE 


FIRST ROUND THE WORLD 
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Railway Express 
lowers 
rates 


44 


mere 
/ 


—, 
\\' 


when you combine weight 


New Railway Express rates on multiple shipments can save you up to 50% or 
more! The rates apply to shipments of 300 lbs. and over on a wide variety of com- 
modities . .. to shipments of 1000 Ibs. and over on many other commodities. You 
can ship to as many consignees as you wish... can ship charges prepaid or collect. 
Railway Express gives you service no other organization can match. Look! 
Nationwide coverage to 23,000 communities in the U. S. 

International service to and from almost anywhere in the world 

e Unified, one-carrier responsibility all the way 

e Door-to-door delivery at no extra charge (within authorized limits) 

e Special low rates on many commodities 

e The kind of transportation that best suits your particular needs 


We’re busy as beavers putting into effect new incentive rates to solve your “small 
shipment problems.” Next time you order or ship, specify Railway Express. 
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RAIL +-AIR+ SEA 
HIGHWAY 


« NEW 


ATLANTIC CITY CONVENTION HALL 


ENLARGED AND MODERNIZED 


MORE SPACE... 


50,000 additional square feet of exhibit space—a 
total of 320,000 square feet. 3 Exhibit Halls that 
can be operated independently and simultaneously 
6 new meeting rooms—ca total of 33 rooms seating 
125 to 35,000. 


A NEW FACE... 


Escalators—vehicular tunnel providing indoor taxi 
and bus entrance — electrically-operated sound- 
pre ~ meeting room partitions—colorful new lobbies 
—brilliant new decor everywhere through color, 
light, marble, glass, ceramic tile, stainless steel. 


COMPACT—-CONVENIENT 


Atlantic City is America’s most compact convention 
city. Here all convention facilities center on the 
Boardwalk — where everybody meets everybody 
else in attendance. Here is the greatest concentra- 
tion of convention facilities available cnywhere. 


YOU'LL MEET WITH SUCCESS 


ATLANTIC CITY 
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; 


| 


“LISTS OVER 3,500 EVENTS* 


SOME OF THE MANY WAYS YOU FREE TRIAL OFFER: 
CAN USE THIS HELPFUL GUIDE 10-day free trial. Put Exhibits Schedule to work. If it doesn't 


‘ give you the facts you want, return with no charge to you. 
* To pick exhibit opportunities EXHIBITS SCHEDULE 
1212 Chestnut St., Philadelphia 7, Pa. 
Please enter my subscription to Exhibits Schedule (which includes 
supplement in the Spring) at $25 a year. | understand | may return 


within 10 days for full refund if | am not satisfied. 


To plan year ‘round exhibit program Rane Title 


* To check events in related fields 


To schedule attendance by salesmen 


* To check activity in particular city Company .... 
Address Cee ; 
* To find names, addresses of managers ee? ee name 


© Check enclosed © Bill me 


’ To pick new shows for new products 
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-~S\4 LETTERS TO THE EDITORS 


down-to-earth speaker 


We are writing to you hoping 
you can give us a list of names of 
persons whom we could consider 
to address our sales force meeting 
in June this year. 

We do not want a drum beat- 
ing, hysterical, arm waving type 
of lecturer, but would like to have 
someone who could really give us 
the down-to-earth facts of the 
more far-reaching aspects of pro- 
fessional salesmanship with par- 
ticular emphasis on industrial sell- 
ing. Our products are engineering 
materials, and, as you can see, 
we do not have the normal type of 
problem, nor the usual approach 
in our product marketing 

In any event, if you could 
please give us a starter, it would 
be deeply appreciated. 

Ralph J. Zemanek 
The United States Graphite Co 
Saginaw, Mich. 


search on visuals 


I am looking for check sheets, 
instructions and suggestions for the 
successful conduct of sales meet- 
ings for groups of various sizes 
from 10 to 100. I have conducted 
a search of the literature without 
adequate results 

I am especially interested in 
graphic standards, i.e., suggested 
sizes for charts, graphs, slides, 
visual presentations in general, and 
the lettering and material on these 
visual aids. This to be in sufficient 
detail as to permit a photographer 
or draftsman to prepare effective 
material that will be seen by the 
entire audience 

H. R. Thorp 
Collins Radio Co. 
Cedar Rapids, Iowa 


“how to sell” for exhibitors 


Last July 17 in Sales Meetings, 
vou had an excellent article by 
William Rados, “How to Sell at 
a Convention Without Seeming to 
Sell.” I wonder if I could get your 
permission to reprint this article 
in our June convention issue. Nat- 
urally, we would credit your maga- 
zine and author for the article. 
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This article would be of con- 
siderable interest to our exhibitors 
(candy & tobacco manufacturers) 
and I hope you will allow us to 
reprint it. 

George R. Pendle 
Southern Wholesale Tobacco & 

Candy Assn., Inc 

Atlanta 9, Ga. 


good hand-out cards 


As we rapidly approach ou 
busiest trade show season we 
begin to evaluate some of ou 
techniques and find that some of 
them are sadly out-dated 

For instance, can you lead me 
into a path that will uncover some 
really good hand-out cards that 
we could use for securing pros 
pects’ names, etc., at trade shows 
What techniques are being used 
successfully by other companies? 

I should appreciate any and all 
help that you can give to us 

Walter P. Dickinson 
Rover Foundry & Machine Co 
Kingston, Pa 


50 copies of “styles” 


We would appreciate your send 
ing US as SOON as possible 50 copies 
of “For the Modern Meeting 
Planner: Guide to Styles, Groups, 
Methods,” an article by Hugh 
Gyllenhaal reprinted from Sales 
Meetings, Jan. 4, 1957 

As we wish to use these in a 
training conference, we would like 
to have them as soon as possible 

D. R. Wooddy 
Canada Drv Corp 
New York City 


mikes and fabrics 


We like the articles “First Aid 
for ‘Sick’ Mikes” and “New Fabric 
Helps Product to Display” in the 
Jan. 15 

Would you kindly grant per- 
mission for us to reproduce these 
articles in our publication Research 
Roundup? Research Roundup is 
sent free to AHA’s 6,000 member 
hotels 

S. Fassett 
American Hotel Assn 
New York City 


Anytime is the 
RIGHT TIME 
to hold your meeting in 


LONG BEACH 


in the heart of 
Southern California! 


Modern conference rooms and 
convention halls to accommo- 
date groups from 60 to 6000 
conveniently. Two outstanding 
exhibit halls offering space for 
over 250 booths. Plenty of ex- 
perienced personnel with the 
on-the-spot know-how to han- 
dle all details. 


Fine hotel facilities adjacent 
to the Municipal Auditorium 
in downtown Long Beach. 


...all this, PLUS — 


After hours swimming, fishing, 
golfing—enjoy all of the “sum- 
mer sports” the year ‘round. 
Visit nearby Hollywood, Ma- 
rineland, world famous Dis- 
neyland, Santa Anita, Holly- 
wood Park ..even Old Mexico. 


How ‘bout it... 
LET’S MEET IN 


LONG BEACH 


For information, write: 
Convention and Visitors Bureau 
Municipal Auditorium, Long Beach, Calif. 
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BLUEPRINT 
FOR YOUR MOST 
SUCCESSFUL 
CONVENTION, 
SHOW, EXHIBIT 


Washington, D. C.—and the 
Showplace of the Nation's Capital 


NATIONAL GUARD ARMORY 


Great Evénts at the Armory 
American Medical American 
Bottlers of Carbonated Beverages @ American 
Dental Association @ International Photographic 
® National Association of Retail 
National Institute of Drycleaning 
© Office Equipment Manufacturers’ Exhibit 
@ American Legion National Convention 


Association ° 


Exposition 
Grocers @ 


Bergman Manoger 


NATIONAL. 
GUARD ARMORY 


2001 East Capito! St. 
Phone Lincoln 7-9077 
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Washington 3, D. C. 


In all the world—there is no city so vital in the news—so 
important to important people as Washington, D. C. This 
is the market you reach—this is the influence you share when 
And, as 
it should be, Washington boasts the finest facilities for your 
exhibit, show or convention. 


you hold an event here in the capital of the world. 


Here you will find the perfect 
place for any news worthy event. 


© Excellent Hotel Facilities Nearby ° 


_-A.NEW CONVENTION AUDITORIUM 
AND VAST EXHIBIT HALL 


Now completed—an unparalleled incentive for you to hold your meetings at the Diplomat 
—a magnificent new meeting hall, encompassing 18,000 square feet .. . providing for your 
conferences unobstructed visual and audio reception for over 2,000 at meeting, 1,500 at 
banquet. PLUS—a spacious new exhibit hall beneath the auditorium, encompassing 13,000 
square feet, easily accessible by ramp, and equipped with electrical, audio, and visual aid 
outlets. All this—added to the already impressive facilities of the 400-acre Diplomat— 
world famous for its food, service, warm hospitality, and 19-hole championship golf course! 


You'll accomplish more, enjoy more...at the 


S | \ | YY AN 
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COUNTRY CLUB HO ¥ W >C BY TRE > EA F 


SAMUEL FRIEDLAND, Ownership / AL/WALTER JACOBS, Executive Operations 


For complete information, color brochure and detailed conventioned plans write or wire: 
GEORGE E. FOX, Managing Director/IRVING TILLIS, Director of Sales/JOHN F. MONAHAN, Director of Special Sales 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES 
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FACILITIES 
SM ROUNDUP 


NEW YORK CITY 

Belmont Plaza enlarges its facili- 
ties and joins the Albert Pick chain. 
Eight function rooms offer space to 
groups up to 500 for meetings and 
banquets. To accommodate conven- 
tions, two ballrooms have been 
built of 3,558 sq. ft. each. More 
than half of 800 guest rooms have 
been redecorated and equipped 
with air conditioning. Many have 
been set up with studio type ar- 
rangement to permit business con 
ferences by day and sleeping quar- 
ters at night. 


HOLLYWOOD, FLA. 

Diplomat Hotel and Country 
Club dedicated its new two-million 
dollar ballroom with special fes- 
tivity earlier this vear. Top sports 
personalities, local civic and enter- 
tainment celebrities attended. New 
ballroom can seat more than 2,000 
people and is to be known as 
Di . atte South. Guest rooms pro- 
vide accommodations for more 
than 1,000 in two separate build 
ings, Diplomat East and West 
Hotel opened a little more than a 
year ago. 


FORT LAUDERDALE 

New Pier 66 Hotel opened ad 
jacent to the Pier 66 Restaurant 
Lounge and Marina, last fall. Bed 
rooms, studio rooms and deluxe 
suites number 102. First floor rooms 
have private lanai, while rooms on 
upper floors offer private balconies 
Main dining room seats 258 guests 
in addition to a private dining area 
Unusual feature is hotel's three- 
story kitchen, which caters to out- 
side pool area on the first floor, 
conventional service on the second, 
and private club service on the 
third. 


NASSAU, BAHAMAS 

Ninth Jack Tar hotel was added 
to chain's list of properties with 
the re-opening of Grand Bahama 
Club, which it recently acquired 
“Queen of the Limbo” ceremony 
kicked off hotel's re-opening. Club 
represents an investment of more 
than $3 million. Lying 55 miles 
due east of Palm Beach, it’s the 
closest major foreign resort to the 
U.S. mainland. Hotel property 
has convention facilities, which in- 
clude convention hall, an exhibit 
area, private meeting rooms and 
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Whatever PARTICULAR PEOPLE move 


they call the man from 


FORD or BURNHAM VAN 


With a sureness born of experience and train- 
ing, sensitive electronic equipment, delicate 
office machines and high-value products are 
loaded and unloaded . . . moved safely, securely 
and swiftly in vans custom built and equipped 
for the job. Deliveries as scheduled. Jt’s your 
privilege .. . be particular . . . call the man from 
Ford or Burnham Van. He’s in the Yellow Pages. 

© 1959 Burnham Van Service, Inc. 
Service to ALL States 


BURNHAM VAN SERVIES FORD VAN LINES 


BURNHAM VAN SERVICE, INC., COLUMBUS, GA. FORD VAN LINES, LINCOLN, NEB, 
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THE MOST DRAMATIC PRESENTATION OF 
INCENTIVE TRAVEL EVER PUBLISHED... 


THE NEW 1960 PRIZE HOLIDAYS 


INCENTIVE [eae TRAVEL CATALOG ! 


An industry-first when initially conceived 

three years ago, PRIZE HOLIDAYS is de- 
signed for incentive program sponsors who want to award travel on an 
individual basis. This jumbo-size full color book (it measures a foot 
square!) contains 24 pages of fascinating trips to the world’s most 
glamorous destinations. There are 76 itineraries to out-of-country 
destinations and U.S. resorts. You award points for sales perform- 
ance—the more your sales campaign participants sell, the farther 
they go or the longer they stay! When you use PRIZE HOLIDAYS as 
your awards medium, your work is finished after winners have been 
selected. The E. F. MacDonald Company’s Prize Holidays Staff does 
the rest: Pre-trip instructions, baggage tags, insurance, all ticket- 
ing, reservations and arrangements. 


FREE! Send for your copy of PRIZE HOLIDAYS now. 


The E. F. MacDonald Company oayton 1, onic 


OFFICES WORLD WIDE... operator of the WORLD'S LARGEST INCENTIVE TRAVEL AGENCY 
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executive suites. More than 350 
air-conditioned rooms are equipped 
with telephones and television sets. 


JAMAICA 


Plans for construction have been 
announced by Myrtle Bank Hotel. 
New wing of 72 air-conditioned, 
twin bedded rooms with balconies 
is to be built, within the next two 
vears. When finished, the hotel 
will have rooms for 400 guests 


PHILADELPHIA 

An 18,000 sq. ft. convention and 
trade show center in Penn Center 
Concourse, beneath Sheraton Ho- 
tel, was opened recently. The 
“Little Convention Hall” provides 
space for over 100 exhibit booths 
and a meeting room. Known as the 
Penn Center Room, it can seat 
1,000 people. Concourse provides 
access to the Sheraton lobby and 
the Pennsylvania Railroad Subur- 
ban Station 


BUFFALO 

Hotel Buffalo reports its 450 
rooms will be remodeled as part of 
a modernization program. Long 
range plans call for a complete 
renovation of the hotel, part of 
which is already under way. Hotel 
lobby, ballroom, and English Grill 
already have been refurbished 


CHICAGO 

Holiday Lodge held its grand 
opening recently. The multi-story 
building (which cost $1.5 million) 
has five large function rooms which 
accommodate groups of 50 to 300, 
complete with kitchen facilities 
New feature is automatic dial 
phones, automatic message service 
(with phone extension in bathroom) 
in ped guest room. 


PARK RIDGE, ILL. 

Separate from Park Ridge Inn 
Motor Hotel guest rooms, a new 
convention hall is included in the 
inn’s plans, scheduled to be com- 
pleted by September. Located 18 
miles from Chicago Loop, conven- 
tion facilities will handle groups 
apart from the routine hotel opera- 
tion. Another feature of the new 
motor hotel is to be 10 executive 
suites 


COLORADO SPRINGS 

Construction began March 1 on 
multi-million-dollar expansion pro- 
gram to include a hotel building 
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THE GRAND DEBUT 


OF THE NEW 


Ladooon 


A singularly evocative creation, representing the 
ultimate in sophisticated modern decor—designed 
by Henry J. Stojowski, executed by the architec- 
tural firm of Rogers and Butler and decorated by 
Alice Fenner. Its rare elegance is characterized by 
a monochromatic gold theme . . . a subtle blending 
of rich golden hues, decorative woods, fabrics 
and leathers in various tones of champagne and 
beige. The Pierre Ballroom provides a strikingly 
dramatic setting for banquets, luncheons, wedding 
receptions, dances, cocktail parties and other no- 
table social, business and state functions accom- 
modating up to 1100 persons. 

For further information and assistance in 
private entertaining, you are cordially invited to 


consult Mr. Ferrer Rama, our Catering Manager. 


Cf). 
Hote l Par WE rEmpleton 8-000 


FIFTH AVENUE AND Gist STREET 


LPVPVPWPYPYPAP YP VP apoyy"* ‘fo 
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NOW, FREAT YOUR CONVENTION 


ro o VISE 


SERVIC 


for everyone—at no extra cost 


Western Hotels, Inc. announce a new high in service, a new kind of hospitality—23 better 
ways to make every guest a Very SSpecial Person. With it all: Rooms to sprawl in, rooms 
to sit tall in, the finest foods and beverages, the greatest array of meeting facilities, the 
swiftest Hoteletype reservation service and the best hotels in the West. Send for this 
Western Hotel facilities and location folder. Write us at the Olympic Hotel, Seattle, Wash. 


*You’re a Very Special Person when you stop at... 


— Nestern Hotels 
Seattle, Wash. 
Tevet: CStern TO! 
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with a convention hall, according 
to Broadmoor Hotel's management 
It is to be known as Broadmoor 
South. Plans call for six floors of 
24 rooms each, all fully air-condi- 
tioned. Main auditorium will have 
a seating capacity of 2,400. Auto- 
matic partitions will divide audi- 
torium into two meeting rooms with 
a capacity of 975 each. A 35 ft. by 
38 ft. stage will be so constructed 
that automobiles may be displayed 


SAN FRANCISCO 

Construction is near completion 
on new 417-room San Francisco 
Jack Tar, which will have its for- 
mal opening in April. Hotel is first 
major hotel to be completed in San 
Francisco in 30 years. Plans include 
an adjacent office building 

‘Fairmont Hotel plans 22-floor 
tower addition to hotel, with an 
adjoining exhibit hall. Construction 
will take two years to complete 
Plan calls for 242 new guest rooms 
in the tower, all to have view win- 
dows. Base of the tower will house 
a 15,000 sq. ft. exhibit hall and a 
three-level 200-car garage 


HONOLULU 

Sheraton chain announces con- 
struction started on a $14-million 
expansion and improvement pro- 
gram of four hotels it operates in 
Hawaii. Three-year project will add 
1,242 rooms and include a new 
commercial building to house shops 
and offices. Project calls for an 
eight-story, 112-room addition to 
Royal Hawaiian, and an 11-floor 
addition to Princess Kaiulani. Man- 
agement is preparing plans for a 
future $10-million Sheraton Hotel 
of 15 floors and 900 rooms on Wai- 
kiki Beach, adjacent to Royal 


Hawaiian 


ATLANTIC CITY 

Convention Hal! will offer 320.- 
000 sq. ft. of exhibit space, 33 
meeting rooms, accommodations for 
groups from 125 to 25,000, air 
conditioned ballroom with capacity 
to seat 5,000. It's all part of a $3.5 
million renovation. There is 170.- 
000 sq. ft. of exhibit space on the 
main floor alone, in addition to the 
large stage and meeting rooms 
Electrically operated partitions can 
convert the exhibit space into meet- 
ing rooms. Escalators climb from 
lower levels to the Boardwalk lobby 
entrance. Renovation is scheduled 
to be finished by June. 
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cali United 


for “SAFE-GUARD” Moving Service 


Whether you're planning to exhibit in a single city . . . or sched- 
uling a cross-country tour ... you'll like the personalized care 
United's “SAFE-GUARD” moving service provides. 

Door-to-door delivery on one bill of lading is handled for 
you by United’s display moving specialists. And United's 
new custom-designed Sanitized* vans afford full protection— 
without costly crating—plus greater loading flexibility and 
convenience 

When the occasion calls for putting your show “on the road” 
call the reliable United Agent. He's listed under “MOVERS” 
in the Yellow Pages. 


"REG. U.S. PAT. OFF 


United 
Van Lines 


WITH CARE EVERYWHERES 
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Moving an exhibit in a hurry? 


Trust everythince 


Allied 


world's largest 


Van Lines 


25th and Roosevelt Road, Broadview, Ili, 
Look up your Allied Man 
in your phone book. 
More people do, again and again. 


FREE FOLDER 
Send for “Display and Exhibit Moving” today 


The show goes on-—on time 
Relax, and let your Allied Man handl 
everything. He'll get it there on time 
move it to the next show. This take 
lots of experience, expert schedulince 
Allied has a central control departmen 
that specializes in the handling of dis 
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o your Allied Man 


ays, exhibits and other shipments on 
r. Allied men have a gentle way with 
ge, easily marred display panels — 
at keeps them new and fresh looking 
ger. Your Allied Man is the world's 
gest mover. Trust him, to take care 
Ryour equipment right! 
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Desmond Kelly, Manager, Convention Bureau © Convention Center © Paradise Road © Las Vegas, Nev. 
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New York City civic leader was named to head pronosed 
world’s fair. Seventy-one-year-old Robert Moses, who holds six 
municipal and state positions, has agreed to resign a!l but his 
two state jobs to become president of 1964 World's Fair in New 
York City. New post pays $100,000 a vear. 


Walter Dorwin Teague Associates has been named designers 
of science section of Century 21 Exposition, to be held in Seat- 
tle, 1962. Congress has assigned $9 million towards the science 
exhibit to give visitors a peek at life in the next century. The 
1962 spring exposition will involve $13 million and 224 bui'dings 
over a 74-acre site, and construction of a coliseum to cost $3.8 
million to provide 129,000 sq. ft. additional exhibit space. 


MHI directors vote “no” to request by Office of International 
Trade Fairs that Material Handling Institute, Inc., offer assist- 
ance in development of material handling shows at foreign trade 
fairs. At same December annual meeting, directors voted “yes” 
to continue the show management services of Hanson & Shea, 


Inc., for 1960. 


New lease agreement which links Tulsa State Fair and Inter- 
national Petroleum Exposition grounds provides for expansion 
and improvements in both areas. Lease states IPE may hold 
one exposition during the month of May in each five-year period. 
Oklahoma fair corporation will maintain the grounds and both 
principals are empowered to construct buildings on a joint basis. 
Rental will be $2,500 each year IPE stages a show, plus 10% of 
the gross income from exhibit space. Fair corporation is to have 
full use of IPE grounds in between. 


First building materials show ever held in Caribbean is now 
scheduled for San Juan International, June 3-9. Show is to be 
known as “Construction Caribbean.” Co-sponsored by Puerto 
Rican College of Architects and Economic Development Ad- 
ministration, New York City, show will coincide with 25th assem- 
bly of World Planning and Housing Congress. This will attract 
to the Commonwealth over 1,000 architects, engineers and 
planners. 


NAAP returns to Las Vegas for second consecutive year. 
National Auto Accessory and Parts Exhibit has been scheduled 
for “the strip” again this year, Sept. 12-15. Estimate is that at 
least twice as many exhibitors will buy space than last year. 
Reason is the big turnout at NAAP 1959 show. 


Biggest exhibits wil! start to move in as early as June in order 
to make National Machine Tool Builders Assn. show in Chicago 
International Amphitheater, Sept. 6-16. Show is one of two or 
three largest in nation. 


New president is announced by Lewis Barry, Inc., trade show 
marketing specialists, Philadelphia. Robert C. Barry succeeds 
Lewis Barry, who becomes chairman of the board. 
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STEPS 


One to Miami Beach, Convention Cap- 
ital of the World. Then take Step No.2 
to The Shelborne, best-located con- 
vention hotel in Miami Beach. And at 
The Shelborne, you're just two giant 
steps from the new Miami Beach Audi- 
torium, two giant steps from famed 
Lincoln Road. Yes, choosing The 
Shelborne is a giant step in the right 
direction—toward the most successful 
meeting you’ve ever had! 
@ Group accommodations and 
facilities for 350 
@ Smaller rooms for conferences, 
parties, etc. 
@ All convention equipment available 
@ Large exhibit area 
@ Oversized guest rooms 
and parlorettes 
@ Air-conditioned throughout 
@ Large private, sandy beach 
For information, write, wire or phone collect 


Jack M. Slone, Director of Sales 
JEfferson 1-1271 


HELBORNE 


Oceanfront, 18th St., Miami Beach 


A /RESORTS INTERNATIONAL HOTEL 


Atop Lookout Mt., Castle In The Clouds 
dn Jamaica, The Marrakesh 


AAD DHA Dm 


COUNT 

ON KLM 
FOR 

YOUR BEST 
INCENTIVE 
PROGRAM 


Looking for the right incentive program? Look no 


further! KLM offers a complete package with practi- 
cal suggestions and all the material you will need 
fo run a successful program. In addition, KLM has 
the widest choice of incentive tours: to Europe, the 
Caribbean, Far East, around the world. Each tour is 
flexible — each can be tailored to fit your company 
budget. For complete information, mail the coupon. 
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KLM Royal Dutch Airlines 
Incentive Travel Department 
609 Fifth Avenue 

New York 17, New York 


Please have a KLM specialist call on me to outline 
my incentive program and tour possibilities 


Name 


~ KLM 


AL OVTCH 


Address a imUmes 
City Wifi fy A 
‘ORLD'S 
State ‘ FIRST 
Ki, a ans 
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Permanent world trade center is to open at Rome in May. 
Permindex, name for Italian center, will group exhibits from 
around the world by industrial category. National exhibits are 
permitted, but will not be classified or presented by country. 
Center requirement is that manufacturers exhibit only the newest 
competitive products which have a prompt delivery date. One 
million sq. ft. includes 435,000 sq. ft. of exhibit space in 120 


No Other Conventioi 
separate halls on 12 floors. Individual exhibit spaces will number 0 el onvention 
between 2,000 and 3,000. Some 250 product categories will be ” « 
represented. Hotel in Florida 


First national die casting exposition will be held in Detroit's Can Make These 
Artillery Armory, Nov. 8-11. Technical congress designed to Stat 
i ements eee 


present newest developments and trends in the die casting field 
will be held in conjunction with the exhibits. Exposition is spon- 


. because only the Palm Beach 
sored by Society of Die Casting Engineers. 


Biltmore offers your group— 


p ‘ . 1. The matchless attributes of the 
NOMA international conference site was changed for 1964 Palm Beach area...a setting of 


“am lia nd et clear ae es beauty .. . an atmosphere of serenity 
so that office administrative dele gates can meet in New York | @ backesonnd of Giatineticn. 
City at the same time as the World's Fair is in progress. National 

Office Management Assn. originally was scheduled for New 2. In 1960—A complete, self- 


; mae : ‘ - tained C vent “Plant” 
York City in 1961, but will go to St. Louis, May 7-10, 1961. within Florida's most distinguished 


resort, 1 entire floor, ‘exclusively 
= : yours”’ for meetings, exhibits, func- 
First NRLDA national trade show west of Chicago will be tions and special events. 
held in San Francisco Civic Auditorium, Nov. 13-16. National ; 
p 5 3. Every modern facility and 
Lumber Dealers Assn. will present for the first time an outdoor equipment. Everything your group 
exhibit area to be used for auxiliary displays and demonstrations. could possibly want or need plus 
ie - ¢ 7. E the exceptional in service. 
City officials have agreed to close off entire block in front of 


Civic Auditorium to present open-air exhibits. 4. Personal attention to every 
detail — large or small — by an 
experienced staff coordinated with 


Solid backing for proposed International Trade Center by the Hotel Corporation of America’s 
Sg ‘ : a cad ¢ famous team of Meeting Specialists. 

some of nation’s “blue ribbon industrialists” has been announced 
by Washington Board of Trade and Commissioner Robert E. 5. Quick, easy access to all the 


: : at : , fabulous sport, diversionary, enter- 
McLaughlin. Trade center in the nation’s capital is to be a a a shepeing ee eliclehe 


federal project and similar to Russia's “exhibition of economic have made Palm Beach world- 
. © » . renowned. 
achievements” in Moscow. Center would take about three years 


to build. @ And all these superior attributes 
are available to you and your group 
at rates lower than you'll be asked to 
NHMA signed first contract to use the new Chicago Exposition pay at sites with fewer advantages. 
ge For rates and availabilities call the 
Hall, Jan. 16-20, 1961. National Housewares Manufacturers Sales Department of any HCA Office 
Assn. exhibit will move in shortly after the hall officially opens, below, or write directly to Mike 
; ’ ; Ames, Director of Sales. 
early in January. 


THE PALM 7 
Seventy-five companies have signed for exhibit space in first Wy 


; a2 ee . ; BEACH 
Industrial Building Exposition & Congress, and show is still 
. . Owned ond operated by The Hote! Corporation of America 


more than a year off. Show, in New York Coliseum, is being bn Caw Vask.......0...... Tho Mene Gael 19600 
produced by Clapp & Poliak, Inc. ene i 
in Chicago. ........ Edgewater Beach Hotel 

: oe .. +. Somerset Hotel 

Construction of new municipal auditorium, Long Beach, Calif., -.+- Hotel Kenmore 


.: . P in New Orleans. .. ...The Royo! Orleans 
may get under way by late fall. City Council has approved (Opening Summer 1960) 


P * ‘ , . in Paim Beach... .. . ...Poalm 6 Biltm 
scheduling of an auditorium referendum. Voters must decide Ae ie: a 9" tsi he 
whether to allot another $1,775,000 from city’s tidelands oil fund. “(Opening Spring 1960) 
> , ave rac >] : ‘ . y; ROBERT F. WARNER, INCORPORATED 
Already okayed was $4,325,000. City Manager Sam E. Vickers Sie, an oy 
believes contract for construction may be awarded in early fall. GLEN W. FAWCETT ASSOCIATES 


Win F. Hanssen is manager of present municipal auditorium. +00 e211 Gwrey Strost 
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CARR A SPEIRS 
NEW 20 PAGE BOOK FREE 


\ conti al Cam paigns 


HOW TO PLAN, PROMOTE AND OPERATE 
INCENTIVE CAMPAIGNS IN YOUR ORGANIZATION 


—ideas and suggestions that Carr Speirs has gleaned over 35 years of 
experience creating and conducting INCENTIVE CAMPAIGNS for leading 
organizations of the country. 


Carr Speirs Organization can assist in planning and promoting your Cam- 


paigns and handling your Group Trips. 


PROMOTIONS ... We carry 4,500,000 pieces of action-getting incentive 
materials in stock, easily personalized to your organization — Contests, 
Broadsides, Flashkards and a selection of over 500 different Flash Bulletins. 


GROUP TRIPS .. . Our fully accredited Travel Division IS AT YOUR 
SERVICE with many years of experience in developing and operating Group 


Itineraries world wide. 


WE CAN SAVE YOU BOTH TIME AND MONEY 


CARR FSPEIRS CORPORATION 
CARR SPEIRS BUILDING 
AIR BASE 
VERO BEACH, FLORIDA 


WASHINGTON, D. C. TORONTO, CANADA 


CARR SPEIRS CORPORATION, VERO BEACH, FLORIDA. 


Without obligations, please send us Carr Speirs new book, “INCENTIVE 
TRAVEL CAMPAIGNS.” We might be interested in a Group Trip to 

with about contestants winners. Also send a small sampling of 
Flash Bulletins at no charge 


Firm 
Att. 
Address j 


City Zone State 


cm- the cue eny-aee-ten-amn umn dine es ill tas ciel doe ls Us el ie ed es 
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THIS MAN can 
your salesmen 


how to sell more! 


This is Alfred, leading man in 4% 
unique series of six colorful, new, 
sound filmstrips on salesmanship, 
entitled ‘Two Hundred On Alfred.”’ 
Sales managers and training directors 
who have seen “Alfred” say: .. . it’s 
the best film series on salesmanship 
we've ever seen!” 


Now, “Alfred” is available to you... 
to spark your sales training program .. . 
to put new life into your sales 
meetings .. . to refresh experienced 
salesmen . . . and to indoctrinate 

new salesmen. 


More information? Send this coupon 
today for more details. 


Mailtc. Close and Patenaude 
1617 Pennsylvania Blvd., Phila. 3, Pa. LO 8-4224 


‘*Two Hundred On Alfred” sounds interesting. Please send more information. 


Company 


Street 
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PUT NEW SPARK IN SALES 
WITH TRAVEL INCENTIVES ‘& 
ON UNITED AIR LINES 


United Air Lines serves the Vacation Route of the 
Nation with its great DC-8 Jet Mainliner® —excit- 
ing New York, Chicago, sunny California, romantic 
Hawaii. Air Travel incentives to these popular areas 
have proved that they can add excitement and inter- 
est on the part of your salespeople. The quiet com- 
fort and spaciousness of the DC-8 Jet, as well as 


its great speed, make the trip itself part of the fun. 

And, remember, United will work with you in 
developing a successful program. For complete 
information, call your nearest United Air Lines 
Sales Office. Or write to Mr. W. H. O'Donnell, Sales 
Promotion Manager, United Air Lines, 36 S. Wabash 
Ave., Chicago 3, Ill. 


BEST OF THE JETS...PLUS UNITED'S EXTRA CARE BE Oo3 
® 


SET MAINLINGER, BY COVELAS 


United's extra care serrice adds to traveling enjoyment on DC-8 Jets 


F553 he 
wih 
re 
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Everybody dreams of travel. And here's a way 


si d hi - ee AMERICAN EXPRESS TRAVEL SERVICE 
saiesmen aun o somet ing about it... a Way 65 Broadway, New York 6, N. Y 
that dovetails perfectly with your sales goals. A PLEASE CHECK: I am interested in further informa- 


free vacation planned by World Travel Head- tion about personnel vacations 


. - os Pl hav epresentative call. 7 
quarters—American Express! We've every kind ee a 


of tour or cruise you can want ... . for any dura- 

tion. No other travel service is as complete. No 
; se FIRM NAME 

other travel service is as widespread. (We've a 

world-wide network of offices! ) Suggestion: con- ADDRESS 

tact American Express now. 

SEND FOR EMPLOYEE TRAVEL DETAILS TODAY! 


Protect travel funds with AMERICAN EXPRESS TRAVELERS CHEQUES American Express Travel Service 
spendable everywhere 
Apply.now for your AMERICAN EXPRESS WORLD-WIDE CREDIT CARD 65 Broadway, New York 6, N. Y., WHitehall 4-2000 
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NEW MAMMOTH 
EXHIBIT AREA AT 


Sheraton’s spacious new Exhibit Hall and 
Penn Center Room offer you 17,000 square 
feet of prime-location space designed to 
give you every advantage of equipment, 


flexibility and easy access. 


TH F S 4 F RATO N 4 OTE | For detailed folder, contact Mr. Allan 
Schnell, Sales Manager, Sheraton Hotel, 


lA 


OF yg 


LPH 


-_ / .’ ae 
: 4 ‘ eg 
~* xhibit Hall 
10,000 sq. ft. 
80 booths 


~ 


Penn 

Center Room 
7,000 sq. ft. 
43 booths 


123 exhibit booths (8' x 10’). 


e Located on ground level no 
elevator needed, little handling 


@e Accommodates 800 people for 
meetings — 500 for banquets 


@ Can divide into two meeting 
rooms with soundproof walls 


Penn Center Room and Sheraton Hall with folding doors open 


Philadelphia, or The Sheraton Regional 
Sales Office in New York, Washington, 
Chicago, San Francisco and Toronto. 


space for 


@ Plenty of spotlights, individual 
booth lights, mike and phone jacks 


@ Easy access to all group function 
areas within hotel including Grand 
Ballroom, Hall of Flags, 3 dining 
rooms and the cocktail terrace 


SHERATON HOTEL, Philadelphia 
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AS THE EDITORS SEE IT 


Does Trip Tax “Bug’ 


Enthusiasm for incentive travel has not abated 
There will be more this year than ever before 
Most marketing men who have used incentive 
travel as a sales stimulant expect to see more 
of it throughout the Sixties. 

Just one 
Many are 


Taxes! 
when an incentive trip is 
or is not taxable to the recipient. And if the 
trip is taxable, what do you do about it? 

We find several attitudes among executives 
with whom we have talked about the subject. 
Some take the hear-no-evil, see-no-evil, talk-no- 
evil position on the tax: “We just forget about 
it. It's not our worry anyway. 


thing “bugs” them today. 


not sure 


Winners are the 
ones who may be liable, not us.” 
Well, you can't duck the tax issue. 
You have to learn to live with it, and it may 
not be the big problem. you might imagine. 
You have to divide vour plans for incentive 
travel into one 


It's here. 


of two categories: (1) Is trip a 
business meeting primarily with genuine busi- 
ness sessions —for training, product introduc- 
tions, problem solving? or (2) Is trip a vacation 
jaunt? If trip is planned as a serious business 
meeting, there’s no tax bite for the trip winner. 
Of course, this does not mean there can be no 
No law 
x, eight or 10 
hours a day, or that if you enjoy vour meeting 


pleasure attached to such a meeting. 
savs a business meeting must be si 


site and surrounding area, you void your busi- 
ness purpose. 

For a wife to qualify for a non-taxed trip, she'd 
have to be active in the business and take part 
im sessions. 

What can you do about this situation? Here's 
what Johnson & Johnson did: It picked pleasure 
only for its incentive trip plans. It told its sales- 
men that trip was strictly a holiday — no business 
—and taxable as income. However, J & J in- 
cluded a cash sum for winners to cover tax on 
the trip. 

Next comes the question: On what amount 
would a winner have to pay tax — retail value 
of trip or what company actually pays for it? 
IRS tells us that the winner would pay tax on 


amount equivale nt to pro rata cost to company 
for one trip. 
$250 a trip for one that’s worth $400 at retail, 


In other words, if company pavs 
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You? 


winner is liable for tax on $250. 

This could pose a problem for companies that 
use dollar figures in their promotion. 
“a $1,000 trip to Europe 
etc., etc.” 


For in- 
stance, can be yours, 
Actually, company may be paying (on 
a charter-plane basis) just $595 for the trip. 
From now on, it would be best to leave out 
dollar value, or you might place your winners 
in the spot where they could be liable to pay 
tax on your “advertised” value when in effect 
they should be paying tax on group-rate 
Why the 


travel taxes? 


value. 
about incentive 
IRS aims to plug the loop-hole in 
enforcement. Most people have ignored pleasure 


trips they have won on their tax returns, just 


sudden concern 


as many have ignored entering savings account 
interest. Now, “honest count” on 
all “incomes” and in all forms. 

What to do? When vou plan an incentive 
travel program, decide whether it is to be pleas- 
ure only, or to be If it's 
to be pleasure only, let your people know there's 
a tax on the value of the trip. As J & J does 
vou could offer cash with the trip to cover the 
tax. (This is a generous gesture 


IRS wants an 


a business meeting. 


that nets extra 
good will. 

When you provide a cash sum for tax, you 
cant guarantee to pay everyone's full tax on 
the trip because each winner may be in a dif- 
ferent tax bracket. However, you pick the most 
common tax bracket and figure 
(Of course, the 


as income. 


a sum on that 
cash for taxes is taxable itself 

Tax liability will not dampen the 
your sales force. 


ardor of 
People still clamor to get on 


television 


giveaway (whatever are 


programs 
left) although taxes on prizes have been well 
publicized. 

Big point, however, is that you let your sales 
force know about the tax in advance. 
will love you for it, and it could save you from 
ill-will later. Nobody likes a tax 

When your trip is business, take pictures of 
sessions in progress for your records. Take pic- 
tures of different sessions (with people in differ- 
ent seats). Save programs and other evidence 
of business activity. You'll want this material to 
prove that your trip was for business. 


Uncle Sam 


“surprise.” 


@%, _ HOWARD JOHNSON'S FABULOUS 


BNASSAU 


~ NEWEST CCEANFRONT HOTEL 


PROVIDES THE. VERY FINEST 
IN CONVENTION FACILITIES! 


@ 660 FEET OF WHITE SANDY BEACH, FINEST ANYWHERE IN THE WORLD 
© OLYMPIC-SIZE, FRESH WATER SWIMMING POOL 
@ SUPERB FOOD, EXPERTLY PREPARED FOR EXACTING GOURMETS 


@ ROOMS AND DELUXE SUITES AIR CONDITIONED AND WITH 
PRIVATE OCEANViIEW BALCONIES 


@ ATTENTIVE SERVICE, FRIENDLINESS AND GENUINE HOSPITALITY 


@ AIR CONDITIONED BUSSES PROVIDE COMPLIMENTARY SHUTTLE 
SERVICE TO NEARBY DOWNTOWN SHOPPING AREA 


@ NO CHARGE FOR CHAISE LOUNGES OR SUNNING CUSHIONS AT 
BEACH OR POOL 


EVERYONE HAS A WONDERFUL TIME IN NASSAU! 


See our new color folder 
During our first year, we have 


mye —-egmerye and page at right for further 


details on request. convention information 
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HOWARD JOHNSON’S HOWARD JOHNS ON’S 


NASSAU NASSAU 


BEACH. Ge BEACH LODGa 


Directly On Private, 
White Sand Beach! 


TELEPHONE: NASSAU 5444 CABLE ADDRESS: NASHEO 
For information and reservations 


1040 Bayview Drive 


Fort Lauderdale, Florida 


Telephone LOgan 6-8363 


NASSAU, BAHAMAS 


aw 


eracious hospitality 


and the completely relaxed holiday 
mood at the Nassau Beach 


put you in tune with the oo 
enchanting Bahamian — o 
surroundings sem 
it 
e* 4: 
=. 
as 


the exciting RUM KEG 


meeting place of the smart set for cock 
tails becomes Nassau’s favorite late 
evening fun spot with rollicking 
entertainment until the 


wee hours 


A WOWARD jounsons 


restaurant and coffee 
shop, is just off the 
main lobby 


oon 
aine 
elegantly | 
in the superb 


U Wu, LLY 


"a X 


where candlelight and mus 


while you savor ou 


atmospnere 


in the swim 


All yours the luxury of 
a swimming pool 660 
feet of private beach with 
sand like powdered sugar 


the rainbow-hued ocean 


1 enchantment 


‘our continental cuisine. 


ned chateaux, estates and 
rT the Old Wo ld we 
nnoisseur’s 


» wines for vour 


UTHO IN US. A BY HAYNES LITHOGRAPH CO. FORT LAUDERDALE 


from high in the sky 


as your airliner circles Nassau before 
landing at the big, new airport, a breath- 


taking preview of the Nassau Beach... 


St ee ee 
r | —> 
Vid oS 


an exotic tropical drink served 
with the compliments of the 


management and staff 


Here is your holiday home, the a hop, skip and 


wonderful Nassau Beach where a 

genuine British Crown Colony from the large fresh water s 

welcome awaits you! Goombay Bar and Patio Res 
Under tropic sun or brillian 
the air, this is living, Baha 


a bongo beat 


r swimming pool is the outdoor 
Restaurant. The real Nassau is here. 
ant stars with Calypso music in 
hamian-style! 


from high in the sky 


as your airliner circles Nassau before 
landing at the big, new airport, a breath- 


taking preview of the Nassau Beach... 


luxury accom mm 
Each richly furnished, comfortably air con 
ditioned room has its own private balcony 


overlooking the ocean 


Deluxe suites are named for the historic Out 
Islands of the Bahamas and are tastefully, 


decorated for the most discerning guest 


LsSLe 


an exotic tropical drink served 
with the compliments of the 


management and staff. 


Here is your holiday home, the 
wonderful Nassau Beach where a 
genuine British Crown Colony 


welcome awaits you! 


AND EXCITINGLY NEW Here are 
perfect 
convention 


IN NASSAU, BAHAMAS headquarters 


A veritable Shangri-La .. . just 50 minutes from Miami. . . 


ee > 


The NASSAU BEACH provides 
finest facilities for 

SALES INCENTIVE PROGRAMS 
DEALER MEETINGS 

COMPANY GET-TOGETHERS 


Bring the family! 
Special programs for ladies and 


INGS 
vied play for the youngsters. MEETING ROOMS FOR ALL SIZE GATHERING 


P. A. Systems - Blackboards - Projectors - Lecterns 


For complete information 
write or phone 


NASSAU BEACH U. S. SALES OFFICE 
GENERAL SALES MANAGER 

1040 BAYVIEW DRIVE, 

FORT LAUDERDALE, FLORIDA 

TEL: LOgan 6-8363 


DURING YOUR CONVENTION YOU MAY REST ASSURED THAT EVERY DETAIL WILL BE 
HANDLED WITH THE MOST EXACTING CARE BY THE EXPERIENCED STAFF OF THE 
NASSAU BEACH, SKILLED CONVENTION HOSTS. 


mer | | 
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Geo HW TAMANACD 


unmatched 
service! 


Belem Para, Brazif 
Caracas. Venezuela 


EL PRADO 


Dominican Republic Barranau C m 
arranquilla ° bia 
San Juan, Puerto Rico 


CUAATAU 


Maracaibo, Venezveia 


Havana, Cuba 


appreciate 
OuUS Service C 
any Intercontinenta 
ties for busine 
to fun at nO . < pert seconds flat! 
C Ve . TheWorld's Largest Group of Internationa! Hotels 
Your commiussior re paid promp In New York, call STillwell 6-6868 
jelay to vou! in Miami, call FRanklin 1-6661 


O Celay 


Intercontinenteé 


+ ian anc 
oreign lan 


38 SALES MEETINGS/Part || SALES MANAGEMENT 


60 Incentives 


For the Sixties 


With travel as the lure, these 60 incentive programs will 


be used in the coming decade. Objectives cover more than 


20 sales aims from reactivating “dead” accounts to build- 


ing higher unit sales. Some campaigns will combine goals. 


yy To Increase Dollar Volume 


Salesmen increase their volume of business by 
a set percentage over a similar period in the 
past to earn trip. 

One sales quota earns trip for salesmen; a 
higher quota reached allows wives to go on 
trip. 

Several sales quotas with trip rewards. Higher 
the quota, more distant and luxurious the trip. 
Fixed number of trips to be won. Points given 
for each dollar in sales. Salesmen with most 
points earn trip. 

A lottery ticket given for each unit sold or for 
each $50 or $100 in sales. Drawing of tickets 


for winner or winners. 


sv To Stimulate More Orders 


6. 


MARCH 18 


Quota set on number of orders turned in dur- 
ing a set period. All salesmen who go over 
quota by fixed percentage earn trip. 

Points given for each order during contest 
period. Men with most points go on trip. 
Lottery ticket given for each order salesman 
turns in. Drawing held to pick winner or 
winners 


© Increase Sales Calls 


Points given for each demonstration arranged 
Men with most points earn trip. 

Points for each call report. Men with most 
points earn trip. 

Trip for men who make most demonstrations 
and/or turn in most call reports. Men take 
wives if these demonstrations or calls turn into 
sales. 


1960 


12. Drawing from names of men who reach quota 
of sales calls or demonstrations 


trip. 


Winners earn 


vy To Build Higher Unit Sales 


13. Average dollar volume for each sale last year 
calculated for each salesman. Points earned 
for each dollar over average for sales in new 
period. Men with most points earn trip. 
Average number of units in each order calcu- 
lated for last year. Points given for each unit 
sold over average. Men with most points earn 
trip. 
Lottery ticket for each unit sold over average 
number of units in orders last year. Draw for 
winners 


sv To Add Customers 


16. Points for each new customer. Highest points 
earn trip. 

17. All men who reach quota of new customers 
earn trip. 

18. Each new customer earns lottery ticket for 
salesman. Drawing for trip. 

19. Trip for salesmen who add fixed percentage 
of customers. Wives go along if percentage 
of these new customers produce set dollar vol- 
ume of business or above average business for 
period. 

Each salesman given target accounts. Those 
that convert most accounts to customers earn 
trip. 


vy To Secure Prospects 


21. Points for each new prospect turned in with 
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added points for each prospect that becomes 
customer. Highest points earn trip. 

Lottery ticket for each prospect name turned 
in by salesman. Additional tickets for each 
prospect that becomes customer or additional 
tickets for dollars in sales to these prospects. 
Drawing for winner or winners. 


sy To Build Off-Season Volume 
Dealers earn trip by buying in normally slow 
period. 
Dealers earn trip by buying quota and earn 
trip for wives by reaching higher quota. 
Distributor salesmen earn trip by qualifying 
quota of dealers for trip. 
Points on units bought by dealers graduated 
according to time of year—more points in slow- 
est periods. Must reach quota of points for 
trip. 
sy To Move Slow Items 
27. Points for slow-moving items with trips to 
salesmen with most points. 
28. Lottery ticket to salesman for each slow item 
sold. Drawing for trip. 


sy To Sell Entire Line 
29. Men with best balanced sales who reach vol- 
ume quota earn trip. 
30. Trip for men with most dealers who buy entire 
line during contest period. 


yy To Get Leads from Non-Selling Employes 

31. Trip to non-selling employes who turn in most 
leads that turn into sales. 
Points for each lead turned in by non-selling 
employe with points for sales that result. High- 
est points earn trip. 
Lottery ticket for each lead from non-selling 
employe and ticket for each unit of sale that 
results. Drawing for winners. 


sv To Introduce New Product 


34. Points for each new product sold. Highest 
points earn trip. 

35. Trip to salesmen who sell quota of new prod- 
ucts. 

36. Points to salesmen whose customers buy new 
product. High points earn trip. 


vy To Increase Use of Displays 
37. Salesmen who place most displays in stores 
earn trip. 
38. Salesmen who reach quota percentage of cus- 
tomers who use displays earn trip. 
39. Lottery ticket for each display used. Trips for 
winners of drawing. 


yy To Increase Dealer Tie-in with Ad Program 
40. Salesmen who get most dealers to tie-in with 
national advertising program earn trip. 


41. Lottery ticket for each dealer who ties into ad 
program. Drawing for trip winners. 


sy To Stimulate Manufacturers’ Reps 

42. Multi-line representatives who increase volume 
of your line by fixed percentage earn trip. 

43. Representatives who open most new dealer- 
ships earn trip. 

44. Representatives who get greatest volume for 
new product during introduction period go on 
trip. 


sy To Revive Dead Accounts 
45. Salesmen who re-activate most “dead” accounts 
earn trip. 
46. Salesmen who turn in greatest volume from 
formerly dead accounts earn trip. 
47. Lottery ticket for each unit sold to “dead” 
account. Drawing for winners. 


sy To Switch Other-Brand Users 
48. Salesmen earn points by switching each cus- 
tomer from competitive brand to yours. Most 
points earn trip. 
49. Points to salesmen for each unit sold to replace 
competitive unit. High point earners go on 
trip. 


yy To Improve Salesmanship 
50. Salesmen who score highest when graded by 
professional shopper go on trip. 
51. Salesmen who score best in post-training ex- 
aminations earn trip. 


sy To Reduce Selling Costs 
52. Trip to salesmen who make most drastic cut 
in ratio of sales expenses to total sales. 
53. Regional or district managers earn trip for best 
record of sales to selling costs. 


yy To Build Multiple Sales 


54. Salesmen with best carload or multiple-sales 
records earn trip. 

55. Lottery ticket for each carload sale. Drawing 
for winners. 

56. Salesmen who develop largest percentage of 
customers who order by carload or multiple- 
units earn trip. 

Points for each tie-in sale. Highest points earn 
trip. 


sv To Lower Sales Staff Turnover 
58. Annual trip for each salesman who reaches 
sales quota. 
59. Family attends convention with each salesman 
who reaches quota. 


Jy To Recruit Salesmen 


60. Employes who recommend most sales appli- 
cants who are acceptable earn trip. 
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With the new decade, speculation 
about incentive travel in the “Soaring 
Sixties” runs rampant. To get the 
“feel” of Industry's attitude, top ex- 
ecutives in national companies, known 
to have incentive une orograms in 
the past, were asked doa future 
plans and opinions. 

Twelve big reasons for travel turned 
up. These are the indicators that we 


JOHNSON, Milwaukee Sentinel —— 
"Travel award tickles the imagination 
and provides solid incentive on all 
levels.” 


Predict More Travel 
— Because It Works! 


12 reasons for expansion of incentive travel in next 


decade given by marketing men. They expect tougher com- 


petition; look to travel lure to continue as stimulant. 


can look forward to more companies 
spending more time and more money 
on incentive travel in the 60’s: 


l. It works: Upper-most factor is 
that incentive travel has been key to 
successful sales promotions in the past 
for many companies. Sales jump when 
special incentive is injected into the 
normal business picture. Travel is not 
only used to stimulate year-around 
sales, but also to boost off-season pe- 
riods and year-end, clean-up cam- 
paigns 

Its success is the main reason why 
more companies join the travel band 
wagon. Charles J. Gibson, Jr., presi- 
dent, Gibson Refrigerator Co., Green- 
ville, Mich., says, “In the two years 
that we have used overseas trips, our 
dealer organization had been tre- 
mendously enlarged and strengthened. 
Factory, distributors and dealer sales 
were all dramatically increased. We 
definitely will continue to utilize the 
lure of travel to far away places as 
keystone in our marketing plans.” 

Travel as an incentive also seems 
to work in diverse industries and at 
all levels of sales. Thomas E. John- 
son, circulation sales promotion man- 
ager, Milwaukee Sentinel, reports, 
“Travel awards tickle the imagination 
and provide solid incentive for all 
levels of our sales staff, carrier boys, 
branch managers, dealers, roadmen 
and supervisors.” 

Some companies place considerable 
importance on a trip as an important 
goal. One company uses travel to 
boost prestige of inner circle of sales- 
men. A. Donald Brice, vice-president, 
advertising and public relations, Dic- 
taphone Corp., New York City, points 
out, “Travel as an incentive has been 
a key factor in the success of our 


annual Achievement Club. Salesmen 
who achieve 1200% of their monthly 
quota attend three- or four-day meet- 
ing, all expenses paid, at some out 
standing hotel.” 

2. It’s profitable: Argument often 
given for incentive travel is that it 
makes money, since profit is the lan- 
guage most businessmen talk. Com- 
panies who use travel know the lure 
of distant places increase sales. Cost 


HARRINTON, INA —— “Travel with a 
specific purpose will become increas- 
ingly popular as a sales incentive.” 


BRICE, Dictaphone —— “Recognition for 
achievement at convention with other 
top men is powerful added incentive.” 


of trip is taken out of increased gross 
income. This means companies do 


not have to budget capital funds to 
stage a holiday bananza 

With the profit factor in mind, Ken- 
neth E. Staley, general sales manager, 
Chevrolet Motor Division, Detroit, re- 
ports, “We have had travel as incen- 


tives in past contests for dealers, 
dealer sales managers and retail sales- 
men, and quite successfully. At the 
present time, the decision to offer 
travel incentives is made individually 
by our regional managers.” 

Moreover, Chevrolet is not alone in 
this attitude. George W. Haag, vice- 
president, Facit Inc., New York City, 
comments, “Continuing use of incen- 
tive travel within our organization is 
positive proof that the idea works for 
Facit. With regard to future years, 
we believe that incentive travel will 
continue as one of our major dealer 
sales programs.” 

Proof that travel awards are money 
in the pocket lies in that companies 
repeat offer year after year. Dicta- 
phone’s Donald Brice says, “The fact 
that this will be our 18th such meet- 
ing indicates our conviction that this 
type of incentive program is profit- 
able.” 


3. Means recognition: Dictaphone 
spokesman continues with another im- 
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portant reason for travel incentives of 
value to the company. He adds, 
“Money, of course, is the primary lure 
for salesmen. But recognition for 
achievement at a convention of their 
fellow top salesmen and officers of the 
corporation is a powerful added in- 
centive.” 

Recognition for a job well done 
need not be restricted to the company 
level. Often travel brings prestige to 
company within the community 
Neighbors talk about the Jones, who 
are going to France. When the ques 
tion is asked, “How Come?” =i ed 
tion that Jack Jones will travel as a 
winner of his company’s sales contest 
places company high in community's 
eyes. 

Many companies who recognize the 
full value of incentive travel, don’t use 
it indiscriminately. H. S. Wilkinson, 
vice-president, director of sales, Ab 
bott Laboratories, North Chicago, IIl., 
predicts, “Abbott will probably use 
incentive travel in the ‘60's, but we 
will confine it just to our own sales 
force and will not extend it to cus 
tomers.” 


4. Favorable training conditions: 
Many companies use incentive travel 
coupled with sales meetings and train 
ing sessions. In this manner employes 
learn in the relaxed atmosphere of 
some swank resort area—where resist 


GRAY, Carrier —— “Incentive travel 
programs enlist the wife as an active 
ally in stimulating sales.” 


HAAG, Facit —— “Our experience has 
proven the vclue of incentive travel 
as a selling stimulus.” 


ance to learn is low. Combination 
business and pleasure often develops 
increased company 
Another factor which 
often figures in decision to stage busi- 
ness-pleasure meetings (although sel- 
dom mentioned) is the tax situation 
As long as incentive travel programs 
are primarily business, distant trips 
However, 
companies never lose sight of the fact 
that a distant rendezvous can be a 
splendid — to exchange 
company and employe views 

One company that has never used 
incentive trips other than in conjunc- 
tion with business sessions is J. I. Case- 
Co., Racine, Wis. D. E. Fricker, gen- 
eral supervisor, Industrial & Utility 
Advertising and sales promotion, ex- 
plains, “We have never actually used 
incentive travel in the way most com- 
panies do. Every year we hold a 
World Premiere. World Premieres are 
attended by our industrial and agri- 
cultural dealers, but in order to attend 
they must achieve a prescribed goal 
This puts it more or less in the incen- 
tive class, but the situation is a busi- 
ness conference combined with vaca- 
tion rather than just a vacation re- 
ward for good sales efforts.” 

Similar to the J. 1. Case viewpoint 
is Facit’s George Haag, who states, 
“Since our dealer organization will 
expand even further during the '60’s, 
travel programs will afford us an ex- 


know how and 
espirit de corp 


are not a taxable item 
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cellent opportunity to hold meetings 
—for the purpose of exchanging ideas 
—on a dealer group basis and under 
relaxed and informal conditions. Our 
use of incentive travel since 1957 has 
proven, beyond a doubt, the value of 
this type of selling stimulus.” 

Gibson takes pe Nemes of the re 
laxed and informal environment of a 
far-off resort to train. Charles Gibson 
reports, “Dealers at Gibson conven- 
tions receive product training and at- 
tend seminars designed to develop 
their skills as businessmen, in addition 
to seeing the world’s premiere of the 
new line of products.” 

A plus factor in incentive travel is 
that program provides winners with a 
way to see the world in groups. In- 
ternational travel is often more prob- 
lem than pleasure to the inexperi- 
enced globe trotter. He finds he is 
asked to juggle passport checks, bag- 
pase inspections and customs in sign 
anguage. Incentive travel programs 


provide a means for people to enjoy 
distant lands without any of the head 
aches in arranging their own passage 


5. Promotes loyalty: Brotherhood 
as an additional advantage of group 
travel is offered by James R. Orr, gen- 
eral sales manager, Studebaker-Pack- 
ard Corp., South Bend, Ind. He re- 
marks, “As different companies be 
come aware that incentive travel is 
something to purchase in a package, 


WILKINSON, Abbott —— “We feel a 
future problem is to obtain reservations 
close tc sales performance.” 
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FOUCHE, Seiberling —— “It’s good 
psychology to have salesman tell his 
fellowmen about the trip.” 


such programs will get better. We 
try to give incentive travel on a group 
basis because traveling together builds 
brotherhood.” 

Orr adds, “A reward on top of a 
reward is needed in order to stimu- 
late men to sell. There must be a 
reward other than survival (the pay 
check) to encourage men to sell 
harder. Travel as a reward is some- 
what like a man who cuts his own 
wood. He warms himself twice.” 

Studebaker is not alone in realizing 
that travel together builds close ties. 
Invisable thread that ties people to- 
gether in group travel is suggested 
when Russell Gray, vice-president and 
general manager, Unitary Equipment 
Division, Carrier Corp., Syracuse, 
N. Y., says, “Incentive travel enables 
our own sales people, the distributors 
and dealers to get to know one an- 
other better. A spirit of camaraderie 
can be engendered that binds people 
together into a harmonious working 
relationship.” 


6. It’s publicity: A side benefit 
which companies recognize is the 
value of travel for publicity. Local 
newspapers are interested in company 
that goes abroad, when either com- 
pany or employe is from area. Trade 
yublications with the industry may 
»e another medium which may take 
interest in trip. Announcements of 
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company employes to travel has cer- 
tain advantages such as in the case of 
the Milwaukee Sentinel. Thomas 
Johnson believes, “Benefit is gained 
when pictures of carriers and other 
employes appear in the Sentinel taken 
in London, Florida, and other places 
remote to Wisconsin. Our subscribers 
feel we are doing something for our 
employes, carrier and dealers, which 
we are, and other sales personnel get 
the desire to win the next travel pro- 
gram.” 


7. Good sales tool: Incentive is 
seen to be a good sales technique to 
be used in an increasingly competitive 
market. More such offers are seen on 
the horizon by Dictaphone’s Donald 
Brice. He foresees, “If the ’60’s be- 
come as increasingly competitive as 
many predict, we shall need even 
more effective programs than we have 
had in the past.” The “Soaring Sixties’ 
will find more companies will stimu 
late their salesmen to bigger things 
with bigger incentives. 

Warning of tighter competitive 
market in the "60's is not only fore- 
seen by Dictaphone. H. C. Davis, 
vice-president, marketing, Royal Mc- 
Bee Corp., Port Chester, N. Y., sees 
incentive travel as a partial answer 
to future competitive market. “We 
feel there is no question but that 
travel has proved itself to be a genu- 
inely effective sales stimulant. As we 
enter the '60’s we foresee that the 


GIBSON, Gibson —— “Trips for dealers 
to national sales conventions has 
worked wonders.” 


tightening competition in American 
business will demand increasing in- 
centives if our sales force is to pro- 
duce at maximum efficiency. The role 
of these incentives will therefore be- 
come increasingly important, and 
travel, we have found, is one of the 
most effective means of spurring the 
salesmen to greater achievement.” 
To help offset this more intense 
competitive situation, travel seems to 
stand out as a stronger incentive than 
ever. Facit’s George Haag comments, 
“During the last few years Americans 
across the U.S. have developed a 
desire to travel abroad to an extent 
that surpasses all past experience 
With the advent of a new and pros- 
perous decade, we feel certain that 
the opportunity of free travel to other 
parts of the world for enterprising 
dealers will be a sure-fire way to 
achieve top results. There is every 
reason for us to continue this good 
method of sales promotion in the 


60's.” 


8. Has added drive: “Incentive 
travel programs enlist the wife as 
an active ally in stimulating sales 
efforts,” says Carrier Corp.’s Russell 
Gray. Partly responsible for the suc- 
cess behind incentive travel offers is 
the drive of the wife behind hubby 
That family members boost a sales- 
man’s effort is also recognized by Frank 
G. Harrington, secretary —marketing, 
Insurance Company of North Ameri- 
ca, Philadelphia. He says, “Incentive 
travel will have to include the entire 
family if it is expected to motivate a 
man to extra effort.” 


STALEY, Chevrolet —— “We have no 
national policy. Regional managers 
decide form incentive should take.” 


DAVIS, Royal —— “There is no question 
that travel has proved itself as a 
genuinely effective sales stimulant.” 


Companies that award travel to 
winners’ wives as well, set up special 
srograms for the women while their 
ss attends business sessions 
Activities for often 
include golf, swimming, card parties, 
sightseeing and fashion shows. How- 
ever, companies have 
known to invite women to spec ial 
business sessions so that they may 
learn about their husband's work. To 
give wives an inside picture about 
their husband’s world, Russell Gray, 
Carrier Corp., says, “We have found 
expense-paid trips to the factory a 
surprisingly strong incentive for man 
a wife.” 


women most 


some been 


9. More attractive: “With jet air- 
craft now rushing in a new era of 
travel and convenience, we believe 
that incentive travel problems in the 
future will be less than ever,” says 
Facit’s George Haag. With faster 
transportation, more distant locations 
become practical for companies. 

Time away from home and business 
is often a major consideration for com 
panies who want to “applaud” their 
employes, dealers and distributors for 
extra effort. Problem is to make 
award site distant enough so goal is 
worthwhile, yet not keep men away 
so long that it cuts into their regular 
work. Swifter transportation helps 
answer the need. 

Russell Gray, Carrier Corp., sees 
speedier transportation in a different 
light. He believes, “Travel is likely 


to be an even stronger incentive in 


the *60’s because of the ease and 
speed of jet travel and the freeing of 
other comfortable aircraft and air- 
conditioned ships for special charter 
flights and cruises.” 


10. Desire stronger: Another rea- 
son to believe there will be more in- 
centive travel in the '60’s lies in belief 
that promotion by transportation and 
sal companies will further build 


travel desire. Gibson Refrigerator 


Division's Gibson says, “There is no 
reason to believe that the urge to 
travel will not increase in the ‘60's. 
The increasing amount of advertising 
and promotion being done by airline 
and tourist companies will further 
whet the travel appeties of everyone, 


including appliance dealers.” 


Probably there will be more Ameri- 
cans abroad in the "60's than ever 
before. Today, it has become fashion- 
able to drive cars several years old, 
not to replace household goods just 
for the sake of change, and in general 
reduce the value of material posses- 
Trend is 
to spend part of earnings on aesthetic 
values such as hobbies, art and travel 


sions as a status indicator 


11. Sparks others: Belief that win- 
ners who travel produce special drive 
to those in the organization who do 
not make trip is reported by J. A. 
Fouche, sales 
Rubber Co., 
“There is good psychology in having 
the top salesman taking a trip and 
then telling all of his fellow salesmen 
about it. It steams up everyone in the 
sales organization — more so than if 
the salesman takes the money and 
buys his wife a fur coat.” 


Seiberling 
Akron, Ohio, who says, 


manager, 


Demand that winners travel is more 
popular than ever before among com- 
a In the past companies often 
1ad a tendency to allow winners to 
take cash in lieu of travel. Now, many 
find that it is to evervone’s benefit to 
have people travel—winners have life- 
time memories 


12. Urge lasts longer: Another rea- 
son for incentive travel in the "60's 
is program duration. Travel tends to 
incite extra sales efforts for a longer 
duration than straight cash awards 
In view of this philosophy, Russell 
Gray offers, “Travel incentive affords 
a major prize for a campaign with a 
broad case of participation and of 
fairly long duration.” 

Along with all the optimism about 
incentive travel in the ’60’s, here are 
a few “look-outs” if you are to plan 


(continued on page 177) 


60 Tips on 


Incentive Trips 


For the Sixties 


Plans for incentive travel programs 
are a maze of details. There are small 
details all along the way that must 
be handled to keep the program mov- 
ing along successfully. Sometimes, 
incentive program planners become 
so enmeshed in details they forget 
important points. 

To help you check on most of the 
important elements of a good incen- 
tive travel plan, here are 60 tips. They 
are a composite of what the experts 
and long-time incentive users suggest 


1. Define your objective clearly 
before you make any plans. 


2. Determine what dollar profit 
company will earn if your goal is 
reached. This gives you a basis for 
deciding how much profit you will 
allot to the incentive trip. 


3. Select a trip that will motivate 
the average man in your sales force 


4. Select theme for program that 
will excite imagination. 


5. Make sure your program pre- 
sents a realistic challenge. 


6. Everything about your program 
should suggest luxury. 


7. Integrate all promotion to tie- 
in closely with theme. 


8. Keep all your plans simple 


9. Try to include wives in pro 
motion to get greatest motivation. 


10. Plan plenty of free time for 
winners during trip. 


11. Select your trip sites for qual- 
ity and luxury. 


12. If wives are included in pro- 
gram, make sure all promotion is 
mailed to homes. 
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13. Make sure quotas are fair (ad- 
justed to territory potentials). 


14. If experience of sales force 
varies widely, set goals on individual 
basis (salesman must reach quota 
which is a percentage of past per- 
formance) 


15. Make base for your program 
as wide as possible so that it will 
motivate as many salesmen as possi- 


ble. 


16. Add little incentives during 
contest (small prize for highest man 
of the week, biggest sale of the day, 
biggest increase, etc.). 


17. Be realistic about credit if 
contest loads dealers with merchan- 
dise 


18. If wife is included on trip, 
direct some promotion to her per- 
sonally 


19. Explain to. wives how they 
can help their husbands reach quota 


and earn trip for both. 


20. Always keep contestants ad- 
vised of their progress throughout 
program 


21. Play up shopping attractions 
of travel destination if wives are in- 
cluded on trip. 


22. When you look over possible 
sites, check accessibility by all modes 
of transportation and frequency of 
schedules. 


23. Check to see if competitor has 
not already selected same site or areas 
you plan to promote in your incentive 
program. 


24. Make sure facilities are avail- 
able at your destination for all the 
“extras” you'd like to include in your 
“package.” 


25. Examine hotel for adequate 
meeting room and banquet room for 
your group’s use exclusively. 


26. Check to see that there are no 
diverting activities at destination to 
compete with your planned program. 


27. Are stage facilities available 
at hotel if you plan product presenta- 
tions, skits or entertainment? 


28. Check labor situation at site. 
Learn what union regulations—if any 
—exist and what you might expect to 
pay for labor. 


29. In advance, get rundown of 
tipping practices and arrange to han- 
die this at one time. Make sure every- 
one entitled to tips knows that it will 
be taken care of at one time. 


30. Promote contest to sales force 
on a regular and heavy schedule with 
volume build-up toward last week. 


31. Gather promotional material 
from every source: airlines, hotels, 


chambers of commerce, development 
boards. 


32. Provide detailed information 
to winners on what weather to expect, 
what clothes to bring, what activities 
they may expect, what documents 
(passports, visas) are required. 


33. Write contest rules in simple, 
straightforward fashion so that there 
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are no opportunities for different in- 
terpretations. 


34. If you are not an expert your- 
self, use services of a travel expert to 
make arrangements—especially if for- 
eign travel is involved. 


35. Have a tour conductor, guide 
or host for each 15 or 20 ple. If 
this is a company man, make sure he 
has complete instructions on every 
phase of trip and has contact with 
someone who can make immediate de- 
cisions. 


36. Be prepared for chronic com- 
plainer. Even if he is unfair in his 
complaints or demands, try to satisfy 
or at least pacify him. His mbles 
can spoil trip for evervone else. 


37. Have enough company “brass” 
along to mix with group at every oc- 
casion. 


38. List all your needs and wants 
clearly and early for all your sup- 
pliers: transportation _ lines, hotel 
tour operators, etc. 


Ss, 


39. Maintain complete check list 
and keep it up-to-date. Include names 
of pinee: 4 who have assignments and 
when they are to report on their ac- 
tivities. 


40. Be prepared for emergencies- 
delayed planes, unforeseen weather, 
changes in local conditions. Have 
someone always available who can 
make immediate decisions on alterna- 
tives. 


41. Have alternatives in your ac- 
tivities to cater to a variety of inter- 
ests (everyone doesn’t golf, nor fish, 
nor ride horses). 


42. Be prepared for personal emer- 
gencies. Check out local situation on 
hospital and medical care. Also check 
return transportation availability if 
someone must return home in an 
emergency. 


43. Look into liability and trans- 
portation insurance coverage early. 


44. Plan some “meaty” sessions. 
Your best producers are on hand and 
they don’t mind talking shop if ses- 
sion will help them to do a better 
job back home. 


45. Dramatize | yee with a 
well-planned kickoff meeting. 


46. If wives are to go on trip, 
make sure they are invited to kickoff 
meeting. 
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47. Include special favors as give- 
aways at kickoff meeting and for 
mailings to remind contestants of trip. 
These should tie-in with theme and 
destination. 


48. Not only set contest _ but 
give salesmen plenty of ideas and 
materials to help them reach goals. 


49. Publicize winners in their 
hometowns. Play up trip as special 
achievement award. 


50. Plan publicity at destination 
in advance so local citizens appreciate 
influx of business and are pleased 
with group rather than “bothered” 
by demands on their service. 


51. Include little extras that are 
not expected: flowers or fruit in room, 
souvenirs. 


52. Be prepared to meet — 
of trip winner who can’t go because 
of business or personal problem. Know 
what you will do so that same han- 
dling will be given in every case 


53. Use equitable system to assign 
accommodations at destination, and 
let everyone know what system is (if 
all accommodations are not similiar) 


54. Plan some consolation prizes 


for those who almost make quota for 
trip. They may have qeched just as 
hard as winners and deserve to earn 
something for extra effort. 


55. Consider in your program an 
opportunity for all levels of distribu- 
tion to be included in contest. This 
makes entire marketing team enthu- 
siastic, not just one segment 


56. Don't be afraid of being corny 
in your promotion. “Corn” stimulates 
gags and more talk you stimulate, 
more enthusiasm you will generate. 


57. Don't offer side or extended 
trips (at winners’ own expense) unless 
you have expert travel advice and 
handling, a arrangements can be 
made long in advance 


58. It is best to plan to spend 
time at one city or area rather than 
visit several in a short time. Visits to 
many places create many problems 
and don’t permit relaxed atmosphere. 


59. Check everything your group 
will have and do before you announce 
your plans. Personal inspection of 
site and facilities is a “must.” 


60. Don’t expect an incentive pro 


gram to cure all ills. It is a stimulant 
not a panacea. 
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“The travel agency arranges your trip . . 
a guide.” 


. you didn’t have to hire 
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AT SECRET SITE Faweett’s James Boynton outlines ‘60 ad goal (left). Later, all take in local races (right). 


Site Is Secret Until Plane Is Off 


Fawcett’s advertising salesmen were involved in a campaign that 
would end in a trip—but they didn’t know where. Big teaser cam- 
paign with bee theme kept things buzzing. Salesmen were told 
clothes to bring, temperature to expect—but never destination. 


Secret travel destination sparked 
interest in national sales meeting held 
outside the U.S. by House of Faw- 
cett Company turns out such pub- 
lications as Woman’s Day, Mechanix 
IHustrated and True Magazine 

Salesmen became busy bees in 
order to fill their 1959 “hives” with 
enough advertising contracts to reach 
year's quota. Each salesman was 
given his final quota—needed for Faw 
cett to reach 59's over-all quota 
along with announcement of trip, last 
October. From then until the new 
year, there was nothing but buzz, 
buzz, buzz. Fawcett adopted the bee 
as symbol of its year-end sales cam- 
paign 

Original enthusiasm was kept alive 
with teaser campaign. Follow-up 
material was completely anonymous, 
although the sales force had little 
trouble guessing who was behind 
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reminders. For nine consecutive Mon 
day mornings, each salesman received 
a black-and-yellow striped bee to dis- 
play on his lapel. Enclosed with the 
bee was a short verse designed to give 
additional clues as to travel destina- 
tion 

Reminders suggested the bees were 
to keep buzzing. Staff knew that 
sales meeting was scheduled for 
early January. Second bee carried a 
compass which indicated that a new 
course was being set. (New course 
could apply to either Fawcett or 
meeting location.) Another bee grasped 
a small record to represent increased 
sales. Vial of honey symbolized greater 
take-home pay. Last bee clutched 
miniature flight kit which hinted at 
transportation to be used. 

At the same time, lapel badges 
were mailed to salesmen, bulletins 
arrived which recommended clothes, 


expected temperature, and available 
activities at the conference. Although 
slenty of hints had been given out, 
ocation of meeting remained a secret 
until after take-off aboard the plane 

Purpose of meeting was to present 
the “Fawcett Fix” for 1960 which 
set a goal to increase advertising 
lineage by one third of what was sold 
in 1959. Fawcett celebrated its 40th 
anniversary last year, and at the same 
time had financially the best year in 
the ‘history of the company. Sales 
meeting was to commemorate the 
two-fold achievement. 

James B. Boynton, vice-president 
and advertising director, coined the 
phrase “Fawcett Fix” as another way 
to say quota in 1955. Since that time, 
it has [oan a household word at 
Fawcett. Boynton pointed out at 1960 
sales conference that “advertising di- 


rected at a specific segment of the 
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population can be more productive 
than aiming at the complete mass.” 
He predicts, “This year the astute 
advertiser will find it profitable to pick 
segments of the market and develop 
them deeply and intensively. To lo- 
cate just the right market segment, 
careful examination of media will be 
necessary. Certain media geared to 
the vertical and not to the horizontal 
approach are the media oriented to 
the special interest groups. Such an 
approach to a particular segment of 
the population with special interest 
will certainly induce the best response 


to the advertiser's message.” 

Salesmen began the six-day con- 
ference with a cocktail-buffet recep- 
tion on Sunday evening, first week in 
January, in New York City. Business 
meetings began the next day which 
devoted time to editorial content, sta- 
tistics, survey results, and circulation 
data. 

Tuesday, Fawcett group visited 
Fawcett’s home office in Greenwich, 
Conn. Group inspected automatic 
IBM system used to shorten man 
hours in billing and circulation. That 
evening all boarded plane at Idle 


. MOST EXCITING CONVENTION 
AREA IN THE WORLD...! 


Plan your convention for the one area in the world that has every- 
thing. Make Hawaii the prize of your sales incentive program 
For here are flawless climate, scenic beauty, and every conceivable 


facility for fun and down-to-earth business 


There are convention halls and rooms of rare beauty and effi- 
ciency. Exotic food to sample, and no other resort area in America 


offers such reasonable rates. 


For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one of the western states, schedule a post-convention tour to these 


enchanting islands 


For more information about the world’s most exciting convention 


area, write or wire: 


HAWAII VISITORS BUREAU 
2051 Kalakaua Ave., Honolulu, Hawaii 


618 Wrigley Bldg., Chicago, Iilinois 


212 Stockton S#., San Francisco, California 


609 Fitth Ave., New York, N.Y. 


wild. At that time Fawcett issued 
flight kits, monogrammed with sales- 
men’s names. Kit was entitled, “The 
Flight of the Selling Bee.” After take- 
off, they learned by reading kit that 
their destination was Intercontinental 
Hotel, San Juan, Puerto Rico. 

“To Bee or Not to Bee,” a short 
skit dramatized four sales techniques 
and catapulted the group into hearing 
regional sales results for 1959. Skit 
officially opened morning business ses- 
sions in San Juan. Afternoons were 
set aside for sports, sightseeing and 
recreation 

Skit was a comedy that depicts a 
media director on Monday morning 
after a heavy weekend. Unnerved by 
his wife’s nagging, a headache and 
upset ulcer, Joe Drone sits down at 
his desk to find he is confronted with 
three space salesmen in his office. 
Parody makes full use of the bee 
theme — used to promote entire pro- 
gram. Drone asks his secretary, Miss 
Bee, to show them in one at a time 
as he takes bottle of pills from his 
desk drawer 

First two characters do their sales 
presentation all wrong - especially to 
a prospect in the mental state of Joe 
Drone. Third salesman, Sam, walks 
into the media director's office ap- 
parently behind the well-known eight 
ball. Drone announces he has to kill 
three pages of advertising from Sam 
Stinger’s magazine, “Hammer & 
Tongs % 

In a neighborly manner Sam says, 
“Don't worry about it JD. Those 
things will happen.” Sam had just 
given Drone’s secretary two tickets 
to a Broadway show, which when she 
mentions it to her boss before Sam 
walks in sets a cooperative climate 
After two more tickets to Drone, an 
offer for lunch, and a scholarship to 
Princeton for his son, Drone ends up 
with 12-page contract for advertising 
in “Hammer & Tongs.” 

Woven into the entertainment, four 
important sales techniques were hu- 
morously presented to Fawcett per- 
sonnel. Each salesman was to re- 
member: (1) Know the facts about 
your publication and what it can do 
for your client; (2) Do not overload 
prospect with meaningless statistics; 
(3) Dramatize points through effective 
visual aids, and; (4) Show genuine 
interest in your client’s problems. 

Selection of San Juan as meeting 
headquarters was made after a thor- 
ough study. Management wanted to 
assure a relaxed but receptive mood 
among conferees. A distant location 
was important, yet sites had to be 
readily accessible. Also taken into 
account were time, climate, meeting 
facilities and room accommodations, 
and opportunities for a carefully 
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Con ven tions are more fun in Canada 


--eAND ONLY HOURS AWAY VIA TCA 


This year visit Vancouver...where the streams swarm 
with salmon, steelhead and trout...where the balmy 
climate means good fishing year-round. Hold your 
next meeting there, and you can count on a good turn- 
out. A convention in Canada will capitalize on the de- 
sire to see “foreign” sights—and be economical too, 
For Vancouver—on Canada’s scenic West Coast —is 
only a few hours away by TCA! So is Victoria, a 
charming city on a quaint island. Both offer fine con- 
vention facilities. For planning assistance, see your 
travel agent, or contact TCA in Boston, New York, 
Tampa/St. Petersburg, Miami, Cleveland, Detroit/ 
Windsor, Chicago, Seattle/Tacoma, San Francisco, 
Los Angeles, or Washington, D. C. 


—— 


TRANS-CANADA AIR LINES 


Miami Beach’s most celebrated 
Convention World... 


hotel, cabana & yeoht club 


ALL THIS 1S YOURS ...FOR A PERFECT CONVENTION! 
© 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
© Monitored air-conditioning ¢ Modern lighting and sound equipment 
© Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage ¢ Yacht anchorage on protected Indian Creek 
© 3,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS — PLUS: 
© Olympic pool and private ocean beach 
© Over a hundred luxury cabanas with individual bathrooms 
© Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
@ Three delightfully different 
dining rooms to suit your every mood 
© Informal gaiety and dancing in 
Harry's American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 


BILL POLLARD, Director of Sales 
JEAN S. SUITS, Managing Director 


SEND FOR COMPLETE CONVENTION BROCHURE “€ 
. . blueprinting complete plans and details a OCEANFRONT 


New York: Plaze 1-3460 46th to 47th STREETS 
Chicago: WHitehall 4-7568 


Les Angeles: DUnkirk 8-115! MIAMI! BEACH, FLORIDA 
St. Lowls: GArfield 1-408) 
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“Your whole group ...up 

to 134 members...can 

jet-there-together on North- 

*  east's New York-Miami jets”, 

says Al Rondeau, manager of 

Northeast Airlines Group and 
Convention Sales. 


“That’s because Northeast flies 
the Boeing Intercontinental 707 
jet...the newer, bigger, more- 
powerful version of the most 
experienced of jets. Northeast 
alone offers these 134-passenger 
jets between New York and Miami. 


“So call on me, Al Rondeau, at 
Northeast’s Group and Convention 
Sales Department, Logan Inter- 
national Airport, Boston. My staff 
and | specialize in you and your 
convention.” 


NORTHEAST 
AIRLINES 


planned program of. social activities 
| to coordinate with daily business ses- 
sions. 
| San Juan meeting gave manage- 
|ment an opportunity to have sales 
forces of different publications to 
work and play together. Realizing 
_ staffs work separately the rest of year, 
Fawcett wanted men to get the feel- 
ing that they were all of one house. 
Teamwork theme was of particular 
importance since Woman’s Day was 
_ purchased in 1958 from Great Atlantic 
& Pacific Tea Co. Magazine’s edi- 
torial und sales force (many of whom 
had been with the publication since 
its inception more than 20 yeers ago) 
had not attended a Fawcett national 
sales meeting before. It was hoped 
that at an all-Fawcett advertising 
sales conference at some isolated spot 
| (away from familiar haunts) the two 
| groups might get to know each other 
}and develop closer cooperation. 
| Meeting program was not without 
music. Comedy songtress Carol 


Channing sang specially written lyrics 
| (take-off on popular song, “Mack — 


The Knife”). Words humorously de- 
scribe Advertising Director James 
Boynton as to the type of boss he is. 
(Sometimes companies overlook im- 
portance of having a management 
with a sense of humor.) Miss Chan- 
ning was principal entertainer at the 
Fawcett combination business -pleas- 
ure holiday. 

Recreation included a day at the 
races in San Juan’s El] Commandante 
Race Track. Fawcett personnel had 
a reserved section of the club house 
in which they had lunch and after- 
noon of relaxation. Roger Fawcett, 
vice-president and general manager, 
awarded a company sponsored trophy 
to the owner of the winning horse 
in the sixth race. 

End result was that the San 
Juan meeting presented an opportu- 
nity to crystalize appreciation for 
the sales force toward achievements 
Fawcett has made in its 40 years of 
publishing. However, meeting is not 
the end, for Fawcett management set 
new goals —an even higher summit 

+ 


“Jim—The Knife” 


Fawcett employes heard com- 
edy singer Carol Channing sing 
special lyrics to describe James 
B. Boynton, vice-president and 
advertising director, as salesmen 
might see their boss. Happy Fel- 
ton wrote the following parody 
for 40th anniversary, at Fawcett 
national sales meeting in San 
Juan. 


Oh, the boss has such a smile, man 
And he shows it pearly white. 

But JBB—has a fix, man, 

and he keeps it out of sight. 


When he calls you with a memo, 
reading “See me,” JBB. 

Then look out, boy, 

you are through, boy, 

get you down on bended knee. 


On the fifteenth floor, Monday 


morning, 


lie four bodies for all to see. 

Someone's sneaking around the 
corner, 

is that someone JBB? 


There's Jack Webster and 

Bud Walsh, man- 

Woodie Grove and good old Cliff 
They missed the fix, man, 
Boynton’s called them, 

now they're lying cold and stiff 


But when the fix is met 

and the books are closed, 

then he calls you—full of charm 

Come on down boys—have a 
drink, man 

Miss Goyette will twist your arm, 


Happy Roger, Happy Gordon, Buz 
& Roscoe 

Go get tight! 

Hold your hats, boys— 
JBB’s here, 

1960 starts tonight! 
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Le Reine Cligateth 


THE LATEST WORD IN 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or seles meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States. 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel. 
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THE QUEEN HLIZABETH 
MONTREAL, CANADA (aC... Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240, 


sleusieestententantuatestentestetententante | 


National Airlines operates a fleet of the 
world’s most modern aircraft. Through 
National's Charter and Group Depart- 
ment, arrangements can be made to 
move a group of 10 to 5,000 people, 
depending on your requirements. And, 
at an average cost that fits your budget. 
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2. with Convention and Group Service [ 


Please send me full information about your i 
Group Charter plan ond Delegate Service. 1 


National's complete “Delegate Service” 
and effective incentive program, stimu- 
lates a “‘full house’’. . . generates infec- 
tious enthusiasm ...crowns your efforts 
with a rousing cheer for a job well done. 
For information, meil coupon today to: 

Passenger Soles Manager, NATIONAL AIRLINES, INC. 

P.0. Box WAL, Airport Mail Facility + Miami 59, Floride 


RCA Joins Travel Band Wagon 


For first time, RCA sponsors trips for TV dealers. In past, 
distributors staged own incentive travel programs. Las Vegas 
and Miami Beach sites for meetings. Contest ends this month. 
Aim: to get best dealers together to push color TV set sales. 


RCA finally has joined the “club.” 
It has become sponsor of its first in- 
centive travel program for dealers. 

While its current contest, Jan. 1 
through March 31, is its first national 
incentive program, Radio Corp. of 
America is no stranger to incentive 
travel. It has cooperated with its dis- 
tributors for years in their campaigns. 
Actually, many RCA distributors are 
the most active incentive travel users 
in the appliance field. 

What's behind RCA’s plunge into 
a full-blown incentive travel program? 
Communications and color. 

After an investment of $130 mil- 
lion in color television, RCA has dis- 
covered that its big block to rapid 
expansion in color TV is the dealer. 
Dealers have not received the “com- 
plete and exciting” story on color, nor 
have their now unfounded fears and 
reservations been allayed. 

In the past, all enthusiasm for color 
was transmitted (and often watered- 
down) through distributors. Now, the 
company feels it should go directly 
to the dealer. It wants him to get the 
story first-hand. 

Why after all these years of color 
TV does RCA suddenly want to 
change its “ways”? Two reasons: 
Color TV sets can now be produced 
at no loss per set, and color sets are 
starting to move. Until mid-1959, it 
cost RCA more to produce each color 
TV receiver than it could put on the 
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price ticket. About eight months ago, 
volume and technology reached a 
point where cost to produce a set 
was lower than the prevailing price 
tag. At the same time, color set sales 
showed promising gains. 

What RCA found was that dealers 
who were pushing color sold it. Aver- 
age dealer sat back. He seemed to 
believe competitive statements that 
color hadn't yet “arrived.” (Most deal- 
ers carry multiple lines and are sub- 
jected to competitive claims regu- 
larly.) 

So, to get right to the dealer, to 
stimulate him to want to sell color, 
RCA conceived its first national in- 
centive travel program. To keep deal- 
ers in manageable groups—and prob- 
lems at a. thinimum—two sites were 
selected. For dealers in Midwest and 
West,..Las Vegas was the incentive 
spot” For dealers in eastern half off 
the country, Miami Beach was the 
“prize.” 

RCA did not set an incentive quota 
for a free trip. It did, however, sug- 
gest that distributors require dealers 
to buy 10 color TV receivers during 
the three-month contest period to 
qualify. RCA let distributors set 
quotas to make contest equitable for 
all. (Distributors know local condi- 
tions and dealers better than factory 
people.) Distributors share expenses 
with RCA for the incentive program. 

Two big ideas are behind this pro- 
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gram: 

1. RCA wants to reward dealers 
who are doing a good job with color 
set sales. 

2. Company make its 
best dealers even more enthusiastic 
and proficient in color sales. 

“I'm enthusiastic about this idea,” 
says Jack Williams, advertising man- 
ager, RCA home instruments. “Where 
a dealer is enthusiastic about color, 
he'll sell color. 

“There's going to be sales training 
activity in Las Vegas and Miami 
Beach. It will be sugar coated, but 
intense,” Williams reveals. 

First day of incentive trip, dealers 
will be exposed te RCA’s new color 
TV line for 1960-61. This is the first 
time dealers have been shown the line 
by the company. Heretofore, all show- 
ings have been by distributors 

Jam Handy Organization is now 
working on staging of line introduc- 
tion. Two sets of props will be pre- 
pared, one for each site. Meetings are 
staggered, May 17-20 in Las Vegas, 
May 25-28 in Miami Beach. This will 
allow top company personnel to be 
at both meetings. To play it safe 
prop-wise, however, all. stage mate- 
rial will be duplicated and shipped 
long in advance. 

Second day, dealers will be shown 
and told how to sell the line they saw 
unveiled on the first day. This full- 
day of training, RCA hopes, will capi- 
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NOW! Shoreham Hotel adds fabulous new Motor Inn 
to Washington’s finest convention facilities 


Announcing another great convention feature at the Shoreham 
— the magnificent new $1,500,000 Shoreham Motor Inn, adjoin- 
ing the Hotel. Your members who arrive by car will enjoy the 
informality and deluxe accommodations of the Motor Inn... yet 
they’ll be just a few steps away from all your group activities. 
An enclosed passageway leads directly from the Motor Inn to 
all the Hotel’s meeting and banquet rooms. 

Overlooking Rock Creek Park, the Motor Inn is centrally 
located and easy to reach by car from every direction. Every 
spacious, air-conditioned room has free TV and a beautiful 
park view. And under our Family Plan, there's no extra charge 
for children accommodated with their parents. 

The new Shoreham Motor Inn is one more reason for planning 
your meeting or convention at the Shoreham Hotel, where you'll 
find 17 meeting rooms for 35 to 1000 . . . banquet rooms for 
groups up to 750... . 650 air-conditioned guest rooms for con- 
ventions in the Hotel and Motor Inn, accommodating 1300 
persons... and 44,000 square feet of drive-in exhibit space. 
For details, mail the. coupon today or phone any of our repre- 


sentatives listed below. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. - ADams 4-0700 


Representatives: Leonard Hicks, Jr. and Associates, Inc. 
New York, MU 8-0123 « Chicago, MO 4-5100 « Detroit, WO 2-2700 + Atlanta, JA 4-3486 
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Outdoor swimming pool, free to guests, has facili- 
ties for water shows and pool-side buffets. 


q .z ; 

1 YN 
Te, 

Drive-in registration. Guests arrive at the Motor 


Inn informally. Free adjacent parking. 


Mr. John E. McMurtagh, Sales Manager 
Shoreham Hotel and Motor Inn 
Connecticut Ave. at Calvert, Washington, D.C. 


Please send your full-color convention booklet 
and also Motor Inn brochure. 


Name 
Company 


Address 


City Zone 


PARADISE INN 
Phoenix, Arizona 


IDEAL FOR SALES MEETINGS & CONVENTIONS 


Nestled at the foot of picturesque Camelback 
Mountain, just nine miles from Phoenix, Para- 
dise Inn is the outstanding inn in the Valley of 
the Sun. 


NEW BEAUTIFUL EIGHTEEN HOLE all grass 


GOLF COURSE — watered fairways — walk out from your 
cottage on to the golf course. 


Nine holes designed for the “Coronary golfers”. The other 
nine sportier, even to sinking a putt and driving off the 
side of Camelback Mountain. 


SUPERB FOOD — Breakfast trips and moonlight steak frys 


on the desert over an open fire. 


ALL SPORTS AVAILABLE — putting greens — tennis, rid- 
ing, heated swimming pool, square dancing, sightseeing 
trips. 


The nearest inn to Scottsdale—the 
“WEST’S MOST WESTERN TOWN”, with the most inter- 


esting shops and stores for every occasion. 


PARADISE INN offers warm hospitality and every facility 


for a successful and memorable convention. 


MEETING ROOMS to accommodate various size groups up 
to 500. 


An Oasis of Luxury in the Sun Filled Desert 
OCTOBER 15 to MAY 1 


Write Pat Ryan — 808 N. Michigan, Chicago 
Superior 7-3933 


talize on the enthusiasm it expects to 
generate when it shows the line. 

Third and fourth day will give dis- 
tributors time to meet with their deal- 
ers and for home-office executives to 
mingle with dealers. The latter, RCA 
considers especially important. 

About 1,000 dealers are expected 
to qualify for the mo In Las Vegas, 
RCA will use three hotels, Tropicana, 
Flamingo and Riviera. Stage presen- 
tation of new line will be shown in 
the Riviera. In Miami Beach, RCA 
will use Fontainebleau hotel. 

By doubling quota, dealers can 
earn a second trip. RCA expects deal- 
ers to be more inclined to take top 
salesmen along rather than wives. Be- 
cause of the business and training 
aspects of sessions, RCA oe 
dealer salesmen in large numbers 
“Many of our dealers probably will 
run incentive travel contests of their 
own,” says Williams, “with second 
trips earned by dealers used as prizes 
for winning salesmen.” 

Only time RCA came close to di- 
rect contact with dealers was back in 
1938. At its distributor meeting then 
in Atlantic City, RCA brought in some 
of its top dealers in the New York 
City and Philadelphia area to see the 
new line right after it was shown to 
distributors. However, until this year, 
RCA has studiously avoided “going 
over the head” of its distributors in 
matters of dealer contact and dealer 
exposure to new lines. 

Theme for this year’s incentive pro- 
gram is “Fly away with RCA on a 
color-full holiday.” Two sets of pro- 
motional mailing pieces were created 
by E. F. MacDonald Co. (MacDonald 
Co. is handling all hotel and travel 
arrangements as well as promotional 
material.) One set is aimed at dealers 
eligible to go to Las Vegas, other is 
for Miami Beach-bound dealers. 

RCA executives expect to have 
three days of rehearsal for stage pres- 
entation of new line in Las Vegas 
and again in Miami Beach. Big prob- 
lem with on-the-spot rehearsals will 
be time. “We have to leave the room 
by 6 p.m. and can’t start again until 
after 2 a.m.,” says Williams. (Riviera’s 
regular stage shows require the sup- 
per club room from evening until he 
close of midnight show.) 

After the trip, says Williams, props 
used for product introductions will be 
turned over to distributors in nearby 
areas. “It’s cheaper than returning 
them back here (Camden, N. J.),” he 
says. 

Now that RCA has its opening con- 
tact with dealers, it tends to make the 
most of it. It has plans for a “Color 
Sales Achievement Club.” Hint is that 
this club may come in for some in- 
centive travel, too. @ 
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AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, and 
a theatre with a CinemaScope screen. Accommoda- 
tions are magnificent; the food is gourmet fare. For 
after-session enjoyment The Greenbrier’s recreational 
facilities are unsurpassed. And our staff of experts not 
only helps in planning your program, but they also 
handle the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1960-FEB. 28, 1961 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales 
Also reservation offices: New York, 17 E. 45th St.. MU 2-4300 
Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 W. Wash- 
ington St., RA 6-0624 + Washington, D. C., Investment Bldg., 
RE 7-2642 « Glen W. Fawcett: San Francisco, 1029 Russ Build- 


ing, YU 2-6905 + Seattle, 726 
Joseph Vance Building, MU THE ,, 
2-1981 * Dallas, 211 N. Ervay, e 
RI 1-6814 « Los Angeles, 510 
West Sixth Street, MA 6-7581 


W HITE SULPHUR SPRINGS + WEST VIRGINIA 


yDITORIUM , AUDITORIUM 
auDitoO 1 ) 19.667 54 
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Added Attractions That Will Build Added Attendance 


San Antonio has everything needed to blended a modern dynamic city of over 
make your convention, sales meeting or half a million. Everywhere are interest 
trade show a huge success. ing things to see and do 

Last year 197 meetings were held , ; added attractions that will 
here with an attendance exceeding iy! build added attendance for 
94,250. Many of these groups have any meeting. The famed 
selected San Antonio consistently re Aiamo; Mission San Jose, a 
year-after-vear. National historic site and 
‘ y three other ancient missions—the charm 
of restored La Villita and the Spanish 
Governors’ Palace—air might displayed at 
Randolph, Kelly, Brooks and Lackland 
Air Force Bases — beautiful parks and 
plazas — interesting old homes and un- 
usual museums. 

Side trips can be planned to nearby 
dude ranches, or to old Mexico. 

Out of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Navarro St. * San Antonio, Texas 


HOTELS are unexcelled and can pro- 
vide 2400 air conditioned rooms. Some of 
the finest motels in the nation located 
here offer hundreds of additional rooms. 

ENTERTAINMENT that is distinc- 
tively different can be staged indoors or 

at one of San Antonio's 
outdoor theatres 
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Incentive Travel Trends 
As Seen by the Pros 


Twenty trends for 1960 in travel programs. Trips will be 


plushier with more business sessions. More companies will 


try plans with several plateaus—more distant trip for more 


sales. Activities will be better planned — more surprises. 


By A. E. OSTHOLTHOFF 
President, The E. F. MacDonald Travel Co. 


“Not take our dealers on a trip this 
year? I'd rather cancel our ad budget!” 
These words spoken by the sales man- 
ager of one of the country’s largest 
appliance manufacturers reflects the 
respect that incentive travel has de- 
veloped in top management circles 
And for good cause. 

Skillfully applied travel incentives 
spurred American. management to 
break through long standing sales bar- 
riers in 1959—and these same skills 
can be counted upon to score even 
more effectively in 1960. But the in- 
centive travel field—like advertising or 
any other creative field—is fluid, ever 
changing. 

New techniques are developed by 
trial and error. More efficient tech- 
niques and handling skills are won 
through experience. What are they 
and how will they influence travel in- 
centives in 1960? Here are 20 trends 
from a hundred travel specialists who 
make up the E. F. MacDonald Travel 
Co. in Chicago. These specialists 
planned and executed several thou- 
sand travel incentive plans in 1959. 
Their programs carried upwards of 
50,000 persons to and from destina- 
tions all over the globe with sales in 
excess of $10 million. Check vou 
1960 plans with these 20 trends and 
see how you score with the experts 


1. Lush and plush: Trips in 1960 
will be more luxurious than ever. 
Greater effort will be made to give 
trip winners a “never-to-be-forgotten” 
experience that will pale any previous 
trip experienced. Stops are out for first 
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class travel, rooms facing the beach, 
mouth-watering menus, music to 
dream by and the VIP treatment all 
the way. There'll be more limousines 
and fewer buses, more champagne 
and less beer, more steaks and less 
chicken a la king. The “cheapie” deal 
is losing support. Management has 
learned that a few more dollars spent 
here can be counted upon to inspire 
many more sales later 


2. Built-in business: In 1960 most 
incentive trips will come with built-in 
business sessions designed to strike 
for new product acceptance while the 
salesman or dealer is hot with grati- 
tude. There will be several business 
clinics daily with shirtsleeve discus 
sion seminars planned for pool-side, 
beach or sun deck. There will be 
printed agendas to reveal thorough 
coverage of product information, pro- 
motional plans and service problems 
Salesmen will come home not only 
well rested but better informed 


3. Wives will win: More wives will 
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travel with their husbands in 1960, 
and they'll earn their way. Wives will 
be told by trip sponsors what they 
can do to help hubby be a winner. 
They will keep sales records, address 
prospect cards, set up appointments 
o demonstrations and, yet, actually 
sell in order to help qualify two for 
sunshine and pleasure. All this of 
course in addition to inspiration, com- 
fort, and all of the standard wifely 
encouragements. Wise trip sponsors 
will get the most results out of the 
total salesman’s family unit. 


4. Plateau-plan play: More com- 
panies will employ the tested plateau 
plan in "60. Winners will be encour- 
aged to keep on winning after they've 
won. Having won a trip to Los An- 
geles for selling 10 tractors, a sales- 
man can win further trip to Hawaii 
for just selling eight more — and then 
there’s Japan and the Orient for top, 
top performers. Proper planning will 
stretch good effort into championship 
form as so-so salesmen pitch hard and 
convincingly for extra mileage of 
travel, extra days of sun, extra hours 


of fun 


5. Fashionable foreign features: 
Caribbean and Mexico will get a 
heavy play in 1960— much more so 
than ever before. Out of the states 


resort areas will get the big boost 
because of the glamour of far-away 
places and jaded tastes of travel-wise 
Off-the-beaten track location 
will be eagerly sought by trip spon- 
sors — but at no loss of luxury. If 
your budget permits, Hawaii, Asia and 
Europe will be chosen — with more 
days allotted for travel and stay 
U.S.A. convention centers and play- 
grounds will do well, but big efforts 
will be featuring the foreign fashion 


dealers 


6. A boost for boats: 1960 will see 
more trips “take to the water.” Cruise 
craze will crop up again with business 
session conducted in the liner’s thea- 
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INTRODUCING AMERICA’S LARGEST 
HOTEL EXHIBITION FACILITIES 


Here are over 41,550 square 
feet of unobstructed air condi- 
tioned floor space...an oversize 
elevated stage, 60’ by 60’, for 
display of vehicles, heavy equip- 
ment and product shows... at 
the famous Concord Hotel, 
where you get more work done 
while you have more fun! 


Here, too, your convention or 
meeting can also benefit from 
the Concord’s “‘drive-in’’ exhibi- 
tion space—exceeding 79,500 
square feet on one level, with 
unlimited floor load. 


All exhibit areas, exhibition 
halls and staging facilities are 
yours at no extra charge when 
your meeting is at the Concord 
Hotel. There are over 25 air- 
conditioned private meeting and 
exhibit rooms accommodating 
10 to 3,000 persons... dining 
room facilities for 2800 persons 

. . over 1000 twin bedrooms. 
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Additional advantages of this 
American Plan hotel include: 
« Golf on two courses 

e¢ Health clubs for men and 
women 

Three orchestras 

All star entertainment 

Four private dining rooms... 
conventioneers dine together, 
to discuss and fraternize 

90 minutes from New York City 
Nearby airport 

Indoor and outdoor pools 
Year-round ice skating 
All-weather sun bathing 

1000 bedrooms 

75 executive suites 

Modern shops 

Open all year round 

Every facility to keep your 
men (and their wives) on the 
spot, available for meetings 


Yes, the Concord has the facili- 
ties and the manpower to help 
make your convention the 
greatest ever. We've had hun- 
dreds of the biggest and best — 
and they come back year after 


THE ULTIMATE IN COMFORT. Deluxe air- 
conditioned master suites, each with TV and 
two bathrooms, add pleasure and relaxa- 
tion to your convention. 


year. Here are just a few of our 
recent clients: 


Air National Guard e Gulf Oil « 
Allstate Insurance « Motorola TV 
« American Road Builders Assn. « 
DeJur-Amsco Corp. « Philco TV 
e Metropolitan Life Insurance Co. 
e National Lead Co. « Ford « 
Mutual of Omaha « Westinghouse 
Electric Corp. ¢« National Theatre 
Owners Assn. « N.Y.S. Kiwanis 
e« N.Y.S. Wholesale Liquor Assn. 


For more information and new, 
illustrated Convention Booklet, 
call, wire or write, Dept. $ 


CONCORD 


HOTEL KIAMESHA LAKE, N. Y. 


RAY PARKER, General Manager 


Jay Cohan, Convention Sales Manager 


New York City Convention Office, 
41 East 42nd St. * YUkon 6-5910 
or Call Monticello 1140 


“ 
RN . 


ter or on the sun deck with partici- 
pants wearing sport shirts and Ber- 
muda shorts. There'll be day-long 
stop overs at tropical ports with the 
luxury liner serving as a floating hotel. 
Ocean liners will board passengers in 
Florida, rather than New York, to 
save four days’ time to reach tropical 
waters. Entire liners will be leased 
to insure privacy of product previews 
and captive audience attention. 


7. Party comes to the people! 
“Now is the time...” In ’60 the 
party will come to the aid of the 
people. In the past, theater tickets 
have been distributed, city night tours 
offered and the group of winners is 
pretty well splintered during evening 
hours. This year wise management 
will keep its group winners intact by 
building custom entertainment in the 
headquarters hotel ballroom. Fun will 
be fancier, cost clipped, and “cross- 
pollination” of business small talk 
continue to the sponsor’s benefit. 


8. Badge, banner and balloons: 
This will be a year when the small 
but important points of a successful 
incentive trip will not be overlooked. 
Imprinted and personalized badges 
will await the winner’s arrival. A 
welcome banner will greet him at the 
airport — at the hotel —in his room. 
There will be printed activity agendas 
and decorations will be employed bet- 
ter than ever. Crepe paper will join 
imprinted balloons to lend a festive 
air to even minor gatherings. Music 
will be used to transform a conven- 
tional convention hall into Arabian 
nights glamour. 


9. Hospitality suite how-to: Trip- 
wise management will plan hospitality 
suite hours not only for reception, 
information and farewell purposes, 
but also open house for free time to 
eas continued friendship build- 
ing — salesman to salesman, manage- 
ment to dealer, hostess to attending 
wife. Where businessmen gather, 
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business will be discussed — and the 
weak will gain from the strong. A 
few extra dollars spent to lengthen 


hospitality suite life will return many | 
fold in better management -dealer re- | 


lations and newly gained sales savvy. 


10. Free-time fallacies: Schedules 
of activities will not be over-organized 


in 1960. There will be plenty of play- | 


time offered on an optional, free-time 
basis where winners can choose their 
sport — swim, loaf, attend the hospi- 
tality suite open house, or do nothing 
—as they wish. Busines swill be con- 
fined to mornings with afternoons 


free. Choice of activities will be of- | 
fered and evenings will be planned | 


for custom-built parties with full 


group participation. Busines: sessions | 
will be tightly controlled, but free | 


time will be loosely reined to encour- 
age individual preference of activity 


11. Pick the pros: In 1960 profes- 
sional travel incentive producers will 
be called on to perform more than 
before to insure trip success and 
travel safety, comfort and satisfaction. 
Last year saw the decline of “do-it- 


yourselfers” who found they were | 
paying for but not getting the expe- | 


rienced handling of their groups. 
Management has come to recognize 


that when ill, a doctor is called for; | 
when building, an: architect is em- | 


ployed; when advertising, an agency 
is commissioned; and when planning 
incentive travel, counsel and direction 


of pros is sought. They can draw on | 


limitless experience, meet every emer- 


gency, demand and receive the finest | 
accommodations and guarantee trav- | 


eler contentment. 


12. Plan vs. place: This year will 
see awakening awareness that it’s | 
what happens after you get there that | 
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"BATON ROUGE 


200 rooms of quiet luxury at 
Louisiana's largest, finest motor inn 


fon 
“es 


bs 
Bellemont 


MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. All rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


HOTEL 


Chieftain 


Council Bluffs 
7 attractive air-conditioned func- 
tion rooms for from 10 to 400 — 
full banquet service. 
PHONE: 7701 


Lafayette 


Clinton 
6 ideal air-conditioned function 
rooms serving from 10 to 376 
persons — banquet facilities. 
PHONE:CHappel 2-616 


Marshalltown 


|i «63 handsome air-conditioned func- 
tion rooms with banquet facilities 
| for from 10 to 200 persons. 
ta PHONE: 6641 


_CLOSED-CIRCUIT TV FACILITIES: 


| Adds flexibility, entertainment and additional 


interest to your meetings in these hotels - 
PFISTER, Milwoukee; CORONADO, St. Lovis; 
ROME, Omaha. 
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CONVENTION HOSTS ACROSS THE NATION! 


the ideal 
convention 
location 
“justa 
step 
to everything!” 


HOTEL 


Governor Clinton 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsyltvania 6-5400 
TELETYPE: NY 1-3202 


w NEBRASKA 


HOTEL 


Lincoln 


Lincoin 
2 ballrooms and 12 air-conditioned 
function rooms serve from 10 to 
600, with full banquet facilities. 
PHONE: 2-6601 


9 attractive air-conditioned fune- 
tion rocms with banquet facili- 
ties for 10 to 400. Free parking. 


Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 

PHONE: 91 


Heart of 


HOTEL 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest's favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 
PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


XCELSIOR SPRINGS 


Business is pleasure 
at this world-famous Resort... 


eee ~ 
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HOTEL 
only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 7-2181 


MILWAUKEE 


the great name 
in hotels... 
mellow 
as history... 
modern 
as tomorrow! 


Pfister 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service. Central location— 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 


HOTEL 


Commander 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service. 
PHONE: Kirkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili- 
ties for from 10 to 250 persons. 
PHONE: ASpinwall 7-6800 
TELETYPE: WO-187 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 


PHONE: SWift 9-414) 
ELETY PE: WO-187 


FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 
EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON. N. Y. 1 
Victor J. Giles, Director of Sales 


FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louls, 
Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester, Mass., 
Excelsior Springs, Mo., Pasadena, Cai., Birmingham, Ala., Baton Rouge, La., 
Cumberland, Md., Omaha, Neb., Columbus, Neb., Lincoin, Neb., Scottsbiuff, Neb., 
Clinton, towa, Council Bluffs, iowa, Marshalltown, iowa 
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...and to the winners, 
a wonderful weekend at 
New York's beautiful 


$T. MORITZ 


ON-THE- PARK 


A call to action that really 
stimulates interest and 
response among your sales 
contestants. The rewards are 
so worthwhile include a 
delightful room on-the-Park, 
incomparable fare in our 


celebrated restaurants, 
many extra courtesies and 
features 


FOR EXAMPLE... 
Now the St. Moritz offers 
your guests the combined 
magic of romantic nights in 
Paris, Jamaica, Hawaii, 
Hong Kong — or anywhere 
. excitingly planned and 
staged right here in the 
hotel. An incentive holiday 
at the St. Moritz makes a 
memorable hit with the 
winners 


Put it to work for 
you... by writing for the 
complete details to: 


$T. MORITZ; 
ON-THE- PARK 


50 Central Park South 
New York City 

Plaza 5-5800 

Nancy 8. Zabe/ 

Sales Manager 


Glad to GREET you 


With complete facilities that assure 

a successful carefree meeting 

With hotel or private cottage accom- 

modations, fine food, interesting 

sports facilities, etc. 

With personalized attention to 

good service and come-back-again 

hospitality 

90 miles from Phila. & N. Y. C. 

For information call our offices in: 

N. ¥.—LO 5-1115 « Phila.— KI 6-1937 
or write: EDWARD C. JENKINS 


™ SKYLINE INN c-i 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 
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counts. A glamour spot while impor- 


tant, is not in itself sufficient. Highly 
successful trips have been made to 
less-than-exciting locations — but pro- 
gramming while there, carried the en- 
thusiasm through. Ideally, good place 

lus good programming is the better 

t and steps up satisfaction. Even a 
highly touted resort will just “lay 
there” unless pulled together and 
brought to life through skilled sched- 
uling. It’s the empty dress that needs 
the female form to be exciting. 


13. Plan pre-trip pep: Most suc- 
cessful incentive trip conductors plan 
important pre-trip winner warm-up 
Once a winner has qualified, in addi- 
tion to congratulatory messages, he 
will receive a printed schedule of 
activities, a greeting from a high offi- 
cial of the city to be visited, picture 
post cards mailed from that site with 
facsimile handwritten messages. A 
lady’s program of events will be 
mailed to his wife. Small, inexpensive 
souvenirs together with samples of 
sand, fish-hooks, pressed flowers and 
a hundred other trip teasers will find 
their way to a winner’s home to build 
pre-trip enthusiasm and amplify an- 
ticipation. 


14. Sell next one — now: 1960 will 
see greater continuity of annual in- 
centive trip plans. Management will 
be planning next year’s occasion for 
announcement during this year’s trip. 
More top executives will come to 
know the value of a continuing pro- 


gram: pride of their dealers who 
qualify year after year; loyalty en- 
gendered to company and product by 
long range planning; enthusiasm that 
next year’s plans receive during this 
year's enjoyment. Each program will 
become the solid successful base for 
the next 


15. Good follow-up is good busi- 
ness: We'll see more Sines activi- 
ties after the trip is over. It’s just 
good business sense to play a winning 
hand, to keep winners grateful after 
the reward is over. Group photo- 
graphs, newsy bulletins, personal let- 
ters, phone calls — all contribute to 
milk the most goodwill from a trip 
concluded. Hosts’ wives will write 
dealers’ wives — and many more 
planned follow-ups will build strongly 
for future sales and develop longer 
loyalty. 


16. Theme’s the thing: A good in- 
centive trip plan deserves a good 
name. A theme serves several pur- 
poses — all important: (1) Theme for 
the trip provides the basis for pre-trip 
mailings; (2) Theme lends inspiration 
for meeting room decorations; and (3) 
Your theme, properly chosen, becomes 
the backbone and continuity for the 
business program. This year will see 
greater imagination than ever in 
theme selection and implementation 


17. Broaden base to hasten — 
Opportunity to win a trip will be 
greater than ever before. Shrewd 
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management has learned that many 
winners of a lesser trip are more 
beneficial than a few winners of 
major trips. So in 1960, more com- 
panies than ever before will broaden 
the base of their trips by permitting 
more participants to win. This calls 
for canny site selection and better 
budgeting — and that calls for profes- 
sional travel counseling. This plan 
encourages the 75% of the sales force 
that writes 25% of the volume. 


18. Fun in the air: A new winner- 
wormer technique has been developed 
in the past few years that will be 
employed even more than the year 
before. Where winners dominate a 
plane, fun starts on the plane. Plane 
is decorated — outside with welcome 
banners, inside with crape paper, bal- 
loons — all woven around the target 
resort. A trio in costume play for 
winners aboard; music continues in 
the plane either live or by recordings 
played over the P.A. system. Souvenirs 
are distributed, lectures on currency 
and customs of their destination are 
given and games are played for prizes 
Happy winners are the product. They 
arrive more sold than ever before 
that their host is thoughtful 


19. Hosting’s a 24-hour job: Good 
hosting is not a “sometimes” thing. It 
starts days before the first arrival. All 
arrangements and plans are checked 
in advance. Winners are accompanied 
on chartered planes. Host works 24 
hours a day during the event and re- 
mains on the job until the last winners 
arrive at home. It’s a job for the pros 
with sponsoring company executives 
devoting their time to furthering 


COMPLETELY 


goodwill and friendship with dealers. 
(Professional conductors are trained 
to cope with the unexpected — deftly, 
uietly but effectively. Any hour of 
the day they can produce a doctor, 
dentist, produce bail or bond, calm 
local officials. As a behind the scenes 
worker, a good trip conductor is 
worth his weight in goodwill.) 


20. Bounce budget blues: Let's 
suppose that the preceding 19 points 
have met with unqualified agreement. 
Logical question now would be: 
“Sounds great, but how can I accom- 
plish these things and stay within the 
srescribed boundaries of a fixed 
Padget? How can I keep expenditures 
in line with money allocated?” It’s 
easy. Only sure way to look good to 
the fiscal department after the trip is 
over is to let the pros take the risk. 
Professional trip producers can give 
you all the above and more — with a 
firm price that can be budgeted. Move 
budget blues “monkey” where it be- 
longs, on the back of the pros, while 
you make like a wizard with fiscal 
boys in 1960. This will be the plan 
for most 


Prediction: In 1960 you will spon- 
sor your most successful incentive 
travel occasion, because, never before 
has the appeal of far away places been 
greater. Business will be good for 
you because the country’s economy 
is sound. Your trip site will be well 
chosen; your plan skillfully prepared 
and executed. You and your trip 
winners will conclude the event satis- 
fied, and sold on travel as an incentive 
as a business producer 


AIR CONDITIONED 


Wesier T. Keenan, Gen. Mgr. Offices: New York, MUrray Hill 68-0130; Chicago, WHitehal! 4-7077; Detroit, 
WOodward 2-2700; Washington, 0.C., MEtropolitan 86-3492; Miam!, PLaza 4-1660; Atlanta, JAckson 4-3486; 


Toronto, Ont 
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EMpire 3-1648 


ask the people 


who have.... 


Charles A. Horrworth 
Executive Vice President 


AMERICAN HOTEL ASSOCIATION 


C. F. Watson, Merchandising Supervisor 


STUDEBAKER- PACKARD 
CORPORATION 


Frank J, McCaffrey, Sales Promotion Director 


ROYAL McBEE CORPORATION 


FORD MOTOR COMPANY 


J. J. Madigan, Director 
Membership and Field Service 


NATIONAL ASSOCIATION 
OF HOME BUILDERS 


0. Parmeter, President 


PARMAE LABORATORIES 


our best sales people 
are those who have proven 
there is nothing like.... 


the magnificent 


IVIERA 


hotel 


COMPLETE FACILITIES FOR 
SHOWS, SALES MEETINGS, CONVENTIONS 


SOOSHHSSOSHSOSSOSOSSEHCOOE 
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business 


J&J BRASS answer all questions from floor at national sales meeting 


J&J Is Back with Travel 


Salesmen learn of trip at show-biz meeting. J&J believes its 


trip should be strictly pleasure and executives don’t go along. 


Because pleasure trip is taxable to winners, J&J pays the tax. 


Johnson & Johnson Co. scored a 
big surprise at its national sales 
meeting in Boca Raton, Fla. “There’s 
No Business Like Show Business” 
theme of Johnson’s Hospital Division’s 
six day affair was topped off by com- 
pany’s latest incentive travel plans—a 
trip to Bermuda. 

“Meeting scoreboard” shows both 
management and employes introduced 
surprises along way to add flavor to 
meeting. However, executives were 
somewhat awed at employes initiative 
to inject ideas of their own in an 
already full agenda. 

Singing quartet staged special 
“wake up call” to executives with the 
help of the Boca Raton telephone 
operator. Notoriety scheme “spot- 
lighted” group that was scheduled to 


compete for prizes in a company con- 
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test in the evening. Competition it 
self had unusual twist. Management 
awarded best prize to the last place 
quartet. Prizes were not valuable 
enough to cause hard feelings. 

Another mark was chalked up for 
employes, when a Midwest salesman 
showed group movie of Johnson’s last 
incentive trip to Jamaica. The un- 
expected review conjured fond memo- 
ries. Movie inadvertently helped set 
climate for Bermuda offer staged to 
climax meeting. 

Bell hops used electronic, hand 
speakers to announce, “Curtain time! 
See the Abbey players. Curtain going 
up.” Abbey players were four sales- 
men who put on skits at the beginning 
of each portion of the business meet- 
ings. 

“Skits were used to get men back 
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from coffee breaks on time. It worked, 
too. Our program ended up right on 
schedule each day,” reports William 
H. Borsdorff, hospital division’s sales 
manager 


& Johnson adopted Irving Berlin's 
“There’s No Business Like Show Busi- 
ness” because company felt it best 
portrayed its sales philosophy. There 
is no better way to sell than to show 
clients what the product does. Sales- 
men have kits which actually demon- 
strate advantages to customers. 

One salesman thought a box which 
contained paprika was best practical 
method to demonstrate to customers 
sealed packages. After shaking box 
which contained a J & J product, 
competitive product and paprika, 
salesman was able to show doctors 
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3 easy steps to 
a convention in Hawaii 


1 Choose one of Sheraton’s four world-famous luxury hotels on the beach at Waikiki 
for your headquarters. - regan: 


woe 6 ae re 
cei a ae on memmaae< 
7. me : 


an — 40 guest rooms THE MOANA — 250 0 ques rooms. 


all 50 guest rooms 
THE ROYAL HAO) 


THE PRINCESS KAIULANI — 
(500 by May 15. 


DER — 
(510 by July 1, 1960) 300 guest rooms THE SURFRI 


a Contact Sheraton’s veteran staff of 
convention experts to help you plan 
every detail — an experienced staff led by 
Robert Chandler, Sales Director 

for Sheraton in Hawaii, with 
headquarters at the Royal Hawaiian. 


3 Enjoy Sheraton’s new 
air-conditioned Meeting House — 
custom-designed for conventions, 

with facilities that can be enlarged 

to seat 1000 or divided to accommodate 
5 smaller groups in complete, 
sound-proof privacy. 


WANT TO KNOW MORE? Write Mr. Chandler or Sheraton Hotels, National Convention Headquarters, 
Sheraton-Park Hotel, Washington, D. C. 


BY JET: just 5 hours from the West Coast . . . 10 hours from the East Coast. BY SHIP: 414 pleasant days. 


SHERATON HOTELS IN HAWAII 


On the Beach at Waikiki 
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CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


400 Air Conditioned Rooms 
5 Distinctive Restaurants 
9 Meeting and Banquet Rooms 
(All on same floor} 


Closed Circuit TV, PA Systems, 


Meeting Aids 
Free Parking 


PLUS A Friendly Experienced 
Convention Staff 


Fel Puy TEN 


. © CHATTANOOGA, TENNESSEE 
Looking for S different Write John K. Williams 


convention site? Sales Manager 


Pian your next meeting at picturesque West Point on the grounds of — 
the U. S. Military Academy, 45 miles from New York City. Some of , - 
the nation’s most prominent firms who are Thayer “regulars” say West Associated with 
Point meetings accomplish more in the dignified historic atmosphere. Hotel SEMINOLE, Jacksonville, Fla 
Groups of 10 te 400 find perfect facilities among the Thayer's 
wide choice of meeting rooms. All standard training aids available. 
Beautiful guest rooms overlooking the Hudson, new cocktail lounge 
and outstanding meals will make your next meeting the best ever. 


Summer and winter sports nearby. No parking problems. Contact 
John J. Schafer, Manager, phone Highland Falls, N. Y., 6-4731. C, 


1960 
awnee nin 


GOLDEN ANNIVERSARY SEASON 
April 23 to October 26 
THAYER But our Sales Office is open all 


year to assist Corporations, Trade 
WEST POINT 2, NEW YORK Associations and Golfing Groups 
with meeting and outing plans. 
Contact Ed Sweet. 
Write to P.O. Box 99 or phone 


In all the world there is only one Stroudsburg, Pa., Hamilton 


1-1500 for full details 


Air Conditioned public space; 
“Golf Capitol of the East,” Two 
heated outdoor pools; Tennis; 


Tops in entertainment and food; 


for Sales Meetings and Conventions Harry Obitz, golf professional. 
PHOENIX, ARIZONA 


WHitney 5-844! 
Golf at adjoining Paradise Valley Country Club 
Chicago MOhawk 4-5100 Washington EXecutive 36481 FRED WARING Proprietor 


Detrort WOodward 2-2700 Los Angeles OUnkirk 8-115] ais : 
New York Circle 746940 San Francisco EXbrook 7-2717 W. S. Garrison Gen. Mar. 


Beautiful Modern Meeting rooms Shawnee-On- Delaware, Penna. 
accommodating groups up to 250 
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ONE OF NINE J&J quartets sing. Last place group wins best prize. 


visible proof that J & J package was 
really sealed. 

Surprise presentation of trip to 
Bermuda was staged with a minimum 
of confusion since promotional posters 
were concealed behind “There's No 
Business Like Show Business” deco 
rations. Full impact was achieved 
when suddenly Broadway atmosphere 
was converted the last day to “Men 
of Action” theme for Bermuda trip 

“There's No Business ” theme 
duplicated theater world right down 
to the well-known playbills. “Show- 
bills” were distributed to attendees 
to list principal speakers as the cast 
In place of traditional acts were listed 
the different portions of the sales 
Advertisements were in 
reality announcements of fun affairs 
planned for the salesmen 

Meeting room itself contained a 
stage. On walls, actually Broadway 
hit posters (seen in many failroad sta- 
tions) were plastered to give show 
atmosphere. To change over theme 
quickly, meeting planners had to sim- 
ply tear down play posters to reveal 
Bermuda travel promotion 

Incentive travel was resumed after 
company introduced its cash bonus 
plan last year. A cash plan was 
adopted after a number of salesmen 
expressed their desire to have cash 
in lieu of travel. However, after cash 
awards were issued, salesmen were 
disappointed when they realized there 
was little to remember, such as their 
previous incentive trip to Jamaica. 

After a complete evaluation of cash 
incentives, company decided to re- 
turn to travel as main award. Travel 


meeting 
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permits lifetime memories, which is 
more substantial than vague notions 
of achievement represented by cash- 
used most often to reduce family bills 
“Besides,” adds Borsdorff, “an added 
advantage of travel to the company 
is that Johnson people tell their 
friends about the trip.” 

In order that would-be dissenters 
may be encouraged to travel, trip is 
given tax free and company pays any 
additional family costs which might 
be encountered such as baby-sitter 
fees 

Income tax laws require that any 
salesmen who travel on an incentive 
holiday, where purpose is primarily 
pleasure, must include trip value as 
income. Tax could be a sore point, 
when a salesman finds that he has 
worked hard to earn a trip only to 
later find that he must pay Uncle Sam 
money for his reward. To offset this 
adverse effect, Johnson pays tax for 
its employes who earn trip 


& “We think you have to change 
incentive programs to get enthusi- 
asm,” comments Borsdorff. This phi- 
losophy can be seen in the way com- 
pany handles its incentive programs 
“Keep it active, interesting, and do 
not be afraid to change plan mid- 
stream to get more out of program.” 
In 1959 management threw in 24 
ladies’ diamond watches for winners’ 
wives half way through incentive pro- 
gram to give it added punch. 
Company does something with in- 
centive program that sets it apart 
from others. Incentive award is based 
on a 12-months program (usually 


WHERE TO GO 
FOR YOUR NEXT 
GROUP MEETING 

OR 
SALES INCENTIVE 
TRIP? 


The ever-popular answer: 
The ARAWAK — unparal- 
leled as an elegant, fun- 
filled place for meetings of 
this kind. On Jamaica's 
smart fashionable North 
Shore. Completely air-con- 
ditioned: 176 baiconied 
rooms: beach, pool, horse- 
back riding, tennis, pitch 
‘n’ putt and driving range, 
fishing, water-skiing, Jippi 
Jappa Lounge, fabulous 
Limbo Room Supper Club! 


For full information 
ca// our 
National Representatives: 
LEONARD HICKS, JR. & ASSOC. 
New York, MU 8-0123 
Chicago, MO 4-5100 
Miami, PL 4-1667 
Detroit, WO 2-2700 
Washington, D. C., EX 3-6481 


OCHO RIOS, JAMAICA, W. I. 


Robert M. Sovers, 
General Manager 


thought too long by many companies). 
Year is broken down into two-month 
promotions. Each period features a 
different product which salesmen are 
to push. 

Sales territories are approximately 
the same size. Management measures 
its territories by the number of hos- 
pital beds in each. Normal number 
is around 1,000. A salesman in New 
York City might have that number of 
beds in one hospital, while a man in 
Arizona has to canvas half the state. 

In handling incentive awards, com- 
pany had to recognize another prob- 
lem. Ia some territories Johnson might 


sell 90% of all medical supplies sold 
in that area. This leaves salesman 
with less room for improvement than 
a man in a territory that has less of 
potential market. To offset inequities, 
regional sales managers have author- 
ity to recommend that a man be 
awarded travel even though his quota 
is not what contest prescribed. In 
this respect salesman works against 
his own record, but generally, pro- 
gram means he must compete against 
others. 

All sales territories are separated 
into four major areas: Eastern and 
Great Lake; Central and Midwestern; 


ai Meeting 
Miracle on 
34th Street 


In New York City 


the Sheraton-Atlantic 


answers all your 


convention requirements 


@ $4,000,000 renovation program completed. 1500 
newly decorated rooms (1000 air-conditioned), all 
with bath, radio and TV 

@ 15 well-appointed air-conditioned function rooms 
accommodating 15 to 500. Exhibit space available 
@ Close toeverything: Penn Station, Grand Central, 
Airline Terminals, Empire State Building 


Tour Department organizes outside activities at no charge. 


For complete information, contact Steve Sandstrom, Director of Sales 


SHERATON-ATLANTIC HOTEL 


the Sheraton-McAlpin) 


Southern and Middle Atlantic; and 
Southwestern, Northwestern and 
Western Divisions. Major areas are 
felt by management to have common 
sales problems. One factor which 
figures in evaluation is that each area 
has relatively the same product ac- 
ceptance by hospital officials within 
its boundary. 

At sales meeting executives spelled 
out 1960 incentive travel program in 
full. Salesmen win in five ways. Top 
14 salesmen and their wives to go 
on a Bermuda holiday. Prizes are: 


1. Salesmen will get a 2% com- 
mission on all sales over quota. 


2. E. E. Dickenson Award ($500 
cash plus a portrait of winner) is 
given to “Outstanding Salesmen of 
the Year.” 


3. Any salesman who accumulates 
a $150,000 increase in sales, within 
any five-year period, qualifies for 
“150 club.” Each member is given 
an engraved watch when he enters 


4. J. J. Gallagher Plaque Award 
is given to any salesman who in- 
creases his sales 10% or more in a 
year. Award has been issued the last 
three years 


® 


Vay 


BUSINESS 
MEETINGS 


DUCK KEY a resplendent 


tropical island in theFlorida Keys. 


INDIES HOUSE .. . Caribbean 


charm and new-world luxury 


To Indies House are invited 
esteemed business executives to 
use the elegant facilities for con 
ferences, directors’ meetings, sales 
clinics and the like. 

100 guest rooms ond swites/meeting ond ban- 


quet rooms/yacht horbor/golf/tennis/chorter 
boots swimming pools trap and skeet shooting 


Write indies House or contact Premier Hotel 
Representatives, inc. Executive Office —New 
York City—48 & 57th St—Plaza 545-9747. 
Service Offices— Atlanta /Miami/Los Angeles/ 
San Francisco Seattle 


og vil 


FLORIDA 


Home of the Famous Gate of Cleve Restaurant 


Broodway at 34th Street, New York City + Reservations: PE 6-5700 «+ Teletype: NY 1-2715 
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5. Merchandise prizes (everything 
from furniture to toys) will be given 
to five top salesmen in each major 
area based on a point system. 

Salesmen must win in more than 
one category to qualify for Bermuda. 
Those to travel are strictly on a holi- 
day. Management does not accom- 
pany winners to make trip in any 
way a company affair. 

Sales executives frankly admit that 
while the 1960 incentive program has 
been laid out, details of each two 
month period are still to be com- 
pleted. Plans for later periods de- 
— on whether new products will 
ve ready for marketing as planned 
by Research Department. 

Point system to be used will vary 
with each two-month period. Some 
promotions will be scored on a 
straight volume basis, while others 
will be rated with specially devised 
formula. For example, January-Feb- 
ruary period was scored on formula 
of sales volume to beds to number of 
accounts. Some salesmen can sell 
large quantities of products with a 
few te calls because of their ter- 
ritories, while others may have to 
make a great many to reach the same 
volume. Management feels that all 
salesmen have equal opportunity with 
the formula 


You'll Enjoy the 
THIRD MOST POPULAR SPORT 
MORE aot the 


AFPLE VALLEY IN 


Beautiful scenery—the world’s best 
food—tuxurious accommodations— 
private conference rooms—every 
modern convenience — you'll enjoy 
them all at the world famous 
APPLE VALLEY INN 
in the Golden Land of 
APPLE VALLEY, CALIFORNIA 


Phone: Apple Valley 7.7271 
Teletype: Victorville Col 6788 


ao 
A) 
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> Presentation of Bermuda trip plans 
was complete surprise to those pres- 
ent (except for the meeting planners). 
Since a cash bonus plan had been 
used for 1959, salesmen had no rea- 
son to anticipate a travel offer. Re- 
action to reintroduction of travel was 
favorable. One salesman remarked, 
“Jamaica was the greatest thing that 
ever happened to me.” Strong enthu- 
siasm seems to indicate company will 
have a successful sales contest. 


»> At J & J's recent meeting, blowup 
of a product package was used to 
introduce speaker Edward W. Baker 


product director. Baker was hiding 
in box during introduction, during 
which committee pretended it could 
not find him. Suddenly the box 
opened and out stepped Baker—most 
unusual entrance staged during meet- 
ing. 

Business meetings consisted of full- 
day sessions on Monday and Thurs- 
day with half day meetings on Tues- 
day, Wednesday and Friday. Free 
afternoons were devoted to golf and 
deep sea fishing. 

No speaker had more than a half 
hour, except those brought in from 
outside the company. Richard D 


How to inspire dealers to 


break sales records this year: 


Offer a tour of 
Britain as a 


sales incentive 


EEING Britain is one of those 
S grand and glorious things that 
nearly everybody hopes todo some 
day. But comparatively few ever 
get the chance. 

What a sales incentive for your 
dealers! Britain bristles with ex- 
citing goings-on twelve months a 
year. Flat racing. Steeplechasing. 
Shakespeare at Stratford-upon- 
Avon. Golf at St. Andrews and 
tennis at Wimbledon. The rousing 
Highland Games. 

As for sightseeing, London has 
been collecting historic spots for 
over a thousand years. 


Low rates 
and special tours 


You'll find an excellent choice of 
hotels and restaurants — both in 


London and off the beaten path 
Prices will surprise you, too. They 
are blessedly low, and of course 
the rate of exchange is in your 
favor. You can arrange an entire 
two-week tour, air fare and every- 
thing else included, for under 
$700. (If you charter a plane and 
send a group, it’s less.) 

And even in two weeks, visitors 
can see a remarkable variety of 
people and places in this friendly, 
Wyoming-size land 

You might consider offering 
your dealers a choice of tours. A 
Gourmet Tour, a Music and Thea- 
tre Tour, a Sportsman’s Tour 
(while the shooting and fishing 
seasons are in full swing), or any 
of a number of others that you 
think would interest them 


We'll be glad to help you work out all the details. Write to Mr. James Turbayne, 
British Travel Association, 680 Fifth Avenue, New York 19, N.Y. 


convention favorite 
at Virginia Beach 
Virginia 


Where the pines meet the sea—a 
convention spot beyond compare for 
complete recreational and convention 
facilities. A complete domain of 
pleasure tailored to every type meet 
ing of groups from 50 to 400—18 
hole golt course, beach club, 3 pools 
tennis. top bands, entertainment 


100% AIR CONDITIONED 
& FIREPROOF 


new choice 
in Fort Lauderdale 
Florida 


Where the palms meet the sea—this 
exclusive secluded hotel will be avai! 
able to groups up to 300 for the 
first trme—complete convention faci! 
ities—600 feet of private beach, 2 
pools. 9 hole 3 par golf course 
entertainment 


100% AIR CONDITIONED 
OPEN ALL YEAR 


In @ fabulous plastic-domed pool 


—comfortably heated 


SKATE IN THE SUN 


Ice rink right next to the pool 


1so0 Cc Luxurious 
MOTEL TY UNITS 
Delightful New Coffee Shop 
New Children's Playroom 


Aeloune 


Atlantic City, NJ 


Boordwolk ot Michigon Ave nal 


lane 


Plan « successful event in this unique leke-and- 
mountain area where Canada's premier year-‘round 
resert offers every service and facility. 
Accommodates up to 225 people © variety of 
large and small meeting reems with necessary 
ud * banquet facilities © outstanding 


7p 
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The Chanteeler the complete hotel for conventions, meetings; 


45 miles north of Montreal in the Laurentians 


French cuisine ©¢ delightful simosphere in pic- 
turesque French-Canadian setting ¢ reasonable 
American Plan rates © all sports in season plus 
indoor heated solarium pool. For folder, write 
to S. M. Powell, Chantecler, Ste, Adele, P. Q. 
Canada. 
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JDISFINGUISHED 
CONVENIENT 
@TTENTIVE 


cme 


1? DAT eee 


“HOTEL 
<—h 


A tradition of distinguished 
service. Convenient to New 


York and Philadelphia. 
Attentive to your every wish. 


Complete facilities for ps to 
400 during June and nies. 


Essex & Sussex 
Spring Lake Beach, N. J. 
For full information write of phos: 
F. B. Schock, Seles Mgr. Gilbeon 9-7000 


POO TENE LEE AG ONSET 


1 uw 


hold 
your next 
MEETING 


Teletype CG28 


*% Complete facilities adaptable to any 
type of function 

% Personalized attention to every detail 

*% Convenient to railroad terminalis 

*% Located in the center of 
downtown Chicago 

% Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 
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Vanderwarker, vice-president and gen- 
eral manager, Memorial Center for 
Cancer and Allied Diseases, New York 
City, explained problems of hospital 
administration and how Johnson rep- 
resentatives makes a contribution to 
the hospital. Mrs. Ruth Griswold, ob- 
stetric supervisor, Hartford Hospital 
in Connecticut, told of needs of O.B 
departments in hospitals. She was 
followed with an explanation by Ed- 
ward Blake as to how company prod- 
ucts meet these needs 

Orthopedic surgeon, Dr. William 
G. Kuhn, St. Peter's Hospital, New 
Brunswick,. N. J., spoke on what or 
thopedists look for in casts and the 
type of casts that were used in hos- 


pitals. Morton Winer, a surgical sup- 


ply distributor from Red Bank, N. J., 
pointed out value of Johnson & John- 
son surgical distributor franchise 

Meeting closed with a company 
panel consisting of George F. Smith, 
president; Robert W. Johnson, execu- 
tive vice-president; James D. Lier- 
man, vice-president hospital division; 
and William B. Borsdorff, sales man 
ager, hospital division During panel 
session, salesmen directed questions 
to panel William 
Borsdorff, “It was not the typical 
question and answer period.” Sales- 
men asked about future products, 
company policies, and profit sharing 
plan. Borsdorff says, “All questions 
were answered.” Following the panel 
portion, all left for home. 


members Savs 


Popular Reprints 


While supplies last, you may 
order the following reprints from 
Readers’ Service Dept., Sales Meet- 
ings, 1212 Chestnut St., Philadelphia 
7, Pa. Send remittance with your 
order. 


ARE YOU GUILTY OF “HIJACKING” 

AN AUDIENCE?—Harry R. White 
How far should a speaker go to 
plug his company and product at 
an association or club meeting? 
10¢ 


WANT EXHIBIT RESULTS? . . . SCHED- 
ULE ‘EM!—Ade R. Floreen 
Week after leeds & Northrup 
leaves an industrial show, it 
starts to plan for next year. Charts 
every facet of exhibit plans and 
operations 25¢ 


HOW TO SELL AT A CONVENTION 
without seeming to sell — William 
Rados 
38 ways to make more than just 
“contacts” at the next convention 
you attend. How to plan and man- 
age your time and talents 20c 


WHAT DOES YOUR AGENCY DO 

AT YOUR MEETINGS?—John J 

Philip and Allan J. Tremper 
Do you help your ad agency 
account man use your sales 
meeting to unearth new 
ideas and make contacts? 
Here's how a meeting can 
be fertile ground for better 
ad ideas 


DO YOU GIVE YOUR MEN 
PARTS IN REGULAR MEETINGS? 
—E. V. Walsh 
Meetings invariably take on 
the character of the man 
who runs them unless he 
shares the platform with 
men in the audience 


TOO MANY MEETINGS ARE A 

WASTE OF TIME!—Dick Peterson 
Are you guilty of calling 
meetings to “talk over” 
problems that you should 
have thought out in ad- 
vance? Here is how you can 
remedy a flagrant waste 15¢ 
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The Good Housekeeping Group 
is one of many leading publish- 
ing companies which held thei: 


meetings or conferences in 


1) 


For the many advantages—in 
transportation, accommodations, 
sports facilities, dining and 
entertainment — that Bermuda 
offers for successful sales meet- 
ings, small conventions and 
directors’ sessions, write for your 
FREE copy of the 2 1-page book- 
let, “BERMUDA, Headquarters 
for Memorable Meetings and 


Conferences.” 


The Bermuda Trade Development Boord 
Dept. SM-3, 620 Fifth Ave., New York 20, W. Y 


Please send the convention bookle! to 


Nome 


Tupperware Has 
Double-Trip 


Promotion 


Distributors who recruited most salesmen won trip 


with wives to “case” incentive destination in ad- 


vance. Later they went again as did all distribu- 


tors who reached 25% more in sales than 1959. 


Distributor teams planned incentive 
travel activities for other distributors 
(like themselves) of Tupperware Home 
Parties, Inc., Orlando, Fla. In order 
to qualify for trip, the rest had to 
sel] 25% more plastic houseware goods 
than their regular ’59 quota. Travel 
winners went to an island resort in 
one of two directions - 
Hawaii. 

In seeking a setting for the 1960 
distributors’ conference, Tupperware 
decided that either Hawaii or Ber- 
muda would be the perfect spot. Then 
came the question of distance. Com- 
pany has distributors throughout the 
U.S., Canada and Puerto Rico. Ber- 
muda or Hawaii was a little too far 
for some of the distributors to travel 
Happy compromise was reached, part 
of the force went to Hawaii, and part 
to Bermuda 


Bermuda or 


Distributors hire salesmen (Tupper 
ware calls them dealers) who stage 
product parties in homes and else 
where to which dealer-salesmen invite 
friends and neighbors to bring guests 
Each salesman draws a commission 
on the amount of goods sold 

Tupperware selected four distribu 
tors who recruited more dealer-sales 
men during special campaign than 
anyone else to go to the island resorts 
and plan holiday activities for sales 
quota winners to follow. Months in 
advance, two-men team and _ their 
wives left for the incentive sites, all 
expenses paid. Reports of their activi 
ties were sent to distributors back 
home who were working on the in 
creased sales goal 

Teams chosen to review terrain, 
accommodations and_ entertainment 


were: Arnold Hannon, Flint, Mich.. 


Robert Webber W ichita Kan te 
Bermuda; and Dale Rayner, Cleve 
land, Victor Miller to Ha 


Waii Teams spent a two week 


Denver 


day 

Men and wives who elected to go 
to Bermuda had all expense-paid trip 
to the British isle by Tupperware. Dis 
tributors had to get to New York City 
on their own. Those who chose Ha 
waii had only their air transportation 
paid from the kick-off point in Calli 
fornia. Tupperware made the dis 
tinction of what was to be paid on 
the basis that mileage was greater to 
Hawaii. All distributors received ap 
proximately the same value from com 
pans 

Svmbol adopted for promotion ma 
terial that was sent prior to the trip 
to drum enthusiasm for Bermuda was 
the seahorse. Baggage tags, name 
cards, notebook covers, invitation en- 
velope, welcome sheet, program and 
menu all bore the seahorse in attra 
Material was distributed 
to each Tupperware distributor at 


tive designs 


various times up to and including the 
three-day conference 

In most cases, Western distributors 
went to the Hawaiian Village Hote! 


OPEN HOUSE is a 
luav for Tupperware 
employes, in Hawaii. 
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Most pleasant place in 
CHICAGO...nicest, too 


The Drake . 


gen @atre 
eenusaeeee 


9 for 
r next convention 


Everything is arranged for your convenience in the colorful quiet of The Drake. 


Breakfast in bed, the charming decor, the thoughtful service ... and of course, 
complete air conditioning and your own TV set. No hotel in the midwest can 
match The Drake for unsurpassed convenience, location, and facilities. “Luxury 
at the lake,” some of our friends call it. And your company will be pleased to 
discover that it costs no more than good hotel service. Try it for your next 
meeting, large or small. The Drake takes good care of you. 

Facilities? 4 major meeting rooms accommodating up to 800 e 16 committee 
rooms for functions of 12 to 300 e 700 guest rooms e 100% air conditioned 
e Superb restaurants and banquet facilities. May we tell you more? Phone or 


write for brochure. 


THE DRAKE at the Lake 


LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 
SUperior 7-2200 Teletype No. CG1586 
G. E. R. FLYNN, Vice Presicent-Sa/es . H. B. RICHARDSON 
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WIDE- OPEN 
RN 
AND WESTE? 


FOR CONVENTION S 


oes oad ene, 
RE See 7”, = —_ 


Barbecue at Trail Creek Cabin 


Here s where business is a pleas- 
ure, thanks to the tonic effect of the 
mountainside setting . . . excellent 
accommodations in our two hotels, 
SUN VALLEY LODGE and CHALLENGER 
INN ... superb food and service... 


MEETING ROOMS 


Mox. Capacity 
50 


and the many pleasurable ways you 
can spend your free time. Golf, fish- 


OPERA HOUSE 
DUCHIN ROOM 100 
SLALOM ROOM 100 
Numerous smaller rooms 20 to 50 
BANQUET ROOMS 


Max. Capacity 
350 


ing, swimming, tennis, riding, bowl- 
ing, trapshooting and ski-lift riding 
tell part of the story. 


ea 2 8 
LODGE DINING ROOM 
CONTINENTAL 600 


RATES 
AMERICAN PLAN 
LODGE INN 


’ i 
5] 8 416 ee two in 


$91 $ T 9 per person, single room 
(Evropean Plan rates on request) 
CAPACITY 
Sleeping accommodations for 500 persons Owned and operated by 
@eeeeeeeeeeeeeeeeeeeeeeed UNION PACIFIC RAILROAD 


For the complete picture let us send 
you our convention folder. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho (or phone Sun Valley 3311) or 
Union Pacific Railroad, Room 2697, 
Omaha 2, Nebraska 


eeeeeeeeeeoeeeeeeeeeeer ee ee 


in Honolulu, but some of the larger 
Eastern reps preferred the Polynesian 
background, too. 

Roughly, half of the distributor 
force converged on quaint old Ber- 
muda, where Tupperware people en- 
joyed continental atmosphere and 
seven-course meals at Castle Harbor 
Hotel 

At each conference, same business 
details were covered. Selling, recruit- 
ing and advertising plans for 1960 
were reviewed with Tupperware dis- 
tributors, who in turn pass enthusiasm 
on to the’; own dealer-salesmen back 
home. No dealer-salesmen were at the 
1960 conference in Bermuda or Ha 
waii, since Tupperware provides in- 
centive programs especially for them 
at another time 

Printed notebooks were given each 
distributor with important information 
about the 1960 campaign. Notes were 
to act as a teacher's manual to aid in 
supervising dealer-salesmen. One por- 
tion of the notebook was reserved t 
jot down information of special in- 
terest to the distributor at the con- 
ference 

Like the distributor force, Tupper- 
ware executives were divided in half, 
part of them flew to Hawaii, and the 
others to Bermuda Tupperware’s 
President Homer Wilson and two 
other high company officials attended 
both meetings. Three-day meetings 
were held several days apart, so top 
brass could attend each 

Each distributor was given a set of 
rubber stamps. Stamps contained pro- 
motion slogans for sales and recruit- 
ing new dealer-salesmen, in 1960 
One stamp had the slogan which set 
the conference theme, “Go Go 

Go In the Big 6—O!" Tup- 
perware’s Glen H. Bump, advertising 
manager, says, “We like to use rub- 
ber stamps They can be applied by 
distributors in a great many ways.” 


Tupperware crowd arrived at Hono- 
lulu International Airport. Deplaning 
from their transocean flight, each dis- 
tributor and his wife received a lei 
and traditional welcoming kiss from 
native island girls. Once at the hotel, 
they found “coolie hats” in their 
rooms. Hats were to be worn at the 
Tupperware open house 

Tupperware incentive program gave 
every distributor two chances to win 
travel. All expense-paid trip to the 
highest dealer-salesmen recruiters set 
all in action. (The more salesmen, thé 
more business.) Second incentive was 
to qualify for group travel to island 
resorts. Winners of recruiting cam- 
paign also made the 25% over quota 
mark, which allowed them to see the 
quota winners participate in activities 
Fea had planned. @ 
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NORTHWEST AIRLINES. 


1686S UNIVERSITY AVENUE 


ST. PAUL |,MINNESOTA 


Dear Sales Vice President; 


As we move into 1960, it is apparent that most companies 
in the United States, in order to keep abreast of the ever 
oo cost curve, are going to have to place increasing 


emphasis on the generation of more revenue. 


Travel incentives have demonstrated, over the past few 
years, their ability to assist companies in achieving sales 
goals that seemed almost impossible. The travel incentive 
or has demonstrated that it is a powerful sales stimu- 

nt when it is applied to salesmen, distributors, dealers 
and retail outlets. 


A significant fact, frequently overlooked, is that 
travel incentives are one of the very few sales devices we 


can use which do not cost anything unless the desired results 
are achieved. 


Of course, I think we all know that whenever a sales 
force produces sharply increased revenue it means that the 
individuals involved have improved their sales techniques. 
This advantage is not lost after the incentive is completed. 


Northwest Orient Airlines has participated with a great 
number of corporations in incentive programs. It is the type 
of program we are proud to develop because we know that it 
aids those with whom we are associated. 


Northwest Orient Airlines serves the glamorous vacation 
spots of the United States and Canada as well as Alaska, 
Hawaii and the Orient. Our staff of salesmen are well 
trained in the techniques of successful incentive programs. 
We stand ready to assist you at any time. 


I am sure the rewards in terms of increased sales 
volume will make it well worth your while to contact your 
nearest Northwest office for complete and factual information. 


Sincerely, 


ml fo 
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Pepsi Throws 


Everything into 


Session to 


Hypo Bofttlers 


First national meeting for Pepsi bottlers in 


six years was splashy extravaganza. Thirty-two 
huge exhibits covered almost 70,000 sq. ft. of 


space. 


Professional cast injected 


into four- 


day meeting. Aim: to inspire bottlers to fight 


for first place in soft drink sales in the Sixties. 


Pepsi-Cola Company bottlers’ meet- 
ing had everything including the 
kitchen sink. It had exhibits — almost 
70,000 sq. ft. of them. It had theatrics 

four days of professionally staged 
presentations. It had closed-circuit 
television—to mark opening of brand 
rew headquarters building. It had an 
introduction to an incentive contest 
with European trips for bottlers and 
their wives 

Called “Pepsi Power Phase Two,” 
Pepsi meeting last month in New 
York City’s Waldorf-Astoria had three 
(1) to reassure bottlers that 
new management (following recent 
death of Alfred N. Steele, chairman 
of the board) would continue to exert 
same dynamic and creative marketing 
offensive as in past 10 years; (2) to 
motivate bottlers to use new mer 

handising techniques presented; (3 
to inspire bottlers to want to be first, 
not second, in soft drink business 

“Phase Two” stands for second 
decade — the Sixties — for Pepsi's pro- 
jected growth. Pepsi started the Fifties 
with Coca-Cola outselling Pepsi six 
to one. Now it’s estimated to be about 
one-and-a-half to one in favor of coke 
Aim, of course, is 


objec tives 


to reverse the ratio 
in Pepsi's favor 

Pepsi hasn't had a national bottlers’ 
convention since 1954. Then a Mis- 
sissippi River boat in New Orleans 


74 


THEATRICS was injected into every session 


Since then 
regional workshops has been held in 
its eight regions. In 1957, for in 
stance, workshop clinics delved into 
sales training. For ‘58, vending equip 
ment was subject of workshops. Last 


vear two-dav sessions was staged in 


was site of the conclave 


nine cities to discuss the new ad cam- 
paign. 

This vear, Pepsi's meeting covered 
evervthing — as we said, including the 
kitchen sink. Thirtv-two exhibits were 
designed and installed to cover every 
phase of Pepsi's operation and mer- 
chandising plans. Because of limited 
time, exhibits could not be brought 
into the hotel until Thursday, 1 a.m 
By Sunday, 10 p.m., they were erected 
and ready. You can appreciate the 
job when you realize that exhibits 
were 16 ft. high, probably cost close 
to $250,000 to design, build and 
erect, and included sections that du 
plicated a grocery store, service sta 
tion, super market, and a large three 
stage rocket, among other things 

Designed by William Joachim, 
Pepsi's consultant designer, exhibits 
were built by Ivel Construction Corp 
Brooklyn, and Brvan-Elliott Co., I ong 
Island City, N. ¥. While one exhibit 
was simply a huge flat to depict Main 
Street and show types of outlets that 
sell Pepsi, some were quite intricate 
The 32 exhibits were divided into 18 


sections The ue sections covered 


market 


manufac turmg to tec h 


evervthing from advertising 
research and 
nik al service personne] and new 


products New product wise, Pepsi 
now has a series of flavors under the 
Patio label, as well as a lemon and 
lime drink called Teem 

Exhibit for international section not 
only had a grass shack included, but 
girls in native costume. (Pepsi now is 
bottled in 71 countries 

To move exhibits in and out of a 
hotel you seldom have an easy time 
However, to move them in and out 
when they are twice normal height 
and time is limited, you have a real 
job on your hands. To make sure 
everything came in and left on sched 
ule, a four-page typed move-in, move 
out check list was used 

Kitchen sink? That, of course, was 
in the kitchen part of advertising de 
partment’s exhipit. In its exhibit, ad 
department duplicated modern rooms 
in a home to show how consumers 
would be influenced by Pepsi com 
mercials on radio and television and 
ads in publications. Radio in kitchen 
plaved Pepsi commercials, while T\ 
set in living room ran continuous film 
to show what Pe psi planned to show 
sinks, too \ 
complete soda fountain set-up was 


installed. All day 


There were othe 


long bottlers’ and 
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EXHIBITS were 16 ft. 
high and had to go up 
in record time. Pepsi's 
32 large exhibits cov- 
ered area equal to many 
fair-size trade shows 


MOM AND POP “store” 
was erected as was a 
super market and other 
outlets that handle soft 
drinks. Work started 
Thursday for Monday. 


BOTTLERS lounge along 
“sidewalk” of Pepsi's 
Main St. Exhibits cov- 
ered every phase of 
company’s operation — 
from production to 
marketing of soft drink. 
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J he 
Bermudiana 


Bermuda's 
Newest, Finest 
CONVENTION HOTEL! 


Convenient location right in the 
heart of Hamilton, the new, mag- 
nificent BERMUDIANA...the multi- 
million dollar investment in 
gracious Island living that’s slated 
for 1960's most successful conven- 
tions. Choice dates are now open 
... write today for full information. 


Carroll E Dooley, Mgr. Dir 


% Convention Groups to 460. 

% 3 spacious Meeting Rooms, plus 
Committee Rooms, Complete Sound 
and Projection equipment. 
Swimming Pool, Private Beach Club 
. . . Moongate and Sunken Gardens 
Nightclubs. 

Completely Air Conditioned, indi- 
vidual control . . . most rooms with 
terrace or balcony. 


ROBERT REID ASSOCIATES, INC. 
Representatives 
610 Fifth Avenue, Rockefeller Center 
New York 20 PL 7-2444 
CHICAGO + MONTREAL + TORONTO 


OMPAN 


MISS AMERICA officially opens new buiding as TV camera picks up ceremony 


er: 
© Pim Pee AT 
oo * 


PROFESSIONAL CAST lists meeting's everts with song and dance routine 


their wives could get hot dogs and 
soda—all free. This area with its tables 
and chairs was a favorite spot for 
talking shop with old friends 

Everything discussed on the stage 
at this four-day meeting was in evi 
dence on the exhibit floor. Pepsi 
executives were in exhibit areas to 
discuss every phase of Pepsi's plans 

In addition to Pepsi's own exhibits 
suppliers to bottlers had exhibit rooms 
on the floor above. (Suppliers in- 
cluded manufacturers of vending ma 
chines. ) 

Last year was the company’s big 


gest vear. Before it wes too far into 
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the new decade, Pepsi 


vanted to put 
an extra spurt into its distribution 


About a full vear 


its meeting for bettlers 


went into planning 
Wilding, Inc 
was called in last October to plan the 
stage presentation for the four-day 
meeting 

I'wo writers spent eight hours a 
day for three weeks to cram into their 
notebooks evervthing they could learn 
They inter- 
viewed executives all day long. They 
talked to men in marketing, research, 
production, promotion, training. When 
they were through, they set about the 
job to plan presentations 


about Pepsi's business 
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Sdeally Ritad . ee 
Vlothing comes helwoon 
ou anc e anlic 
you and the Atlant 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


% 


y 


Welcome to 


The RADISSON as 


it will appear 


THOMAS J. MOORE, President 
LOUIS L. TOROK, Manager 
TOM FITZGERALD, Sales Manager 


“eye e SORE EE + Tee : Pa yee 
oe Po lS ne Ut es 4 
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Complete convention facilities . . . audio-visual aids . . . Meet 
ing rooms for any size group from committee to full convention 

. 250 rooms ... For brochure and complete details, write 
Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 


IN THE HEART OF DOWNTOWN MINNEAPOLIS 


A 


FEderal 3-218] | 


Teletype MP 423 


GREATER 
ye ; or for information in 
your area, cali 
SSon, IN NEW YORK 


hotel HUGH S. STEVENS 
MINNEAPOLIS (, 532 Medison Av 


Phone MUrray Hill 8-0123 
IN WASHINGTON, D. C. 
© 700 luxurious a OSE Ie eee WARREN H. ERICKSEN 
®@ All guest rooms and s . nditic 1145 19th Street N. W 


Sinn ate Ol ten Phone: EXecutive 3-6481 


®@ Free radio and TV every roc IN MIAMI 

LEONARD HICKS, JR 

7630 Biscayne Bivd., Suite Ill 
Phone: Plaza 4-1667 

IN DETROIT 

ALLEN LONSTRON 

1701 Cass Ave 

@ Escolator service ¢ ezzonine Phone: WOodward 2-2700 

® Modern public oddress system and closed cir 1 TV IN CHICAGO 


® ALL convention facilities on one floor JOE DANIELS 


@ FREE visuol aids supplied 505 North Michigan Ave 
@ 110 and 220 volt circuits Phone: MOhowk 4-5100 


@ 750 cor connecting goroge yr 

® Bonavet service for 1,780 quests in the Ballroom 
® Ballroom conference facilities for 3,255 

@ 10 other conference rooms for 8 


@ 24,138 squore feet exhivcition space 


It's service as usual during the Greater Radisson remodeling and 
new construction program which will provide the most outstanding 
hotel and convention facilities in the Upper Midwest 


SANTA 
MONICA 


e Mountains Meet the Sea 


MEET in: 


New Civic Auditorium, featuring: 
Largest tilting floor in the world 

Sloping seating for 3,000 

Levels for exhibits, meals 

0 square feet of exhibit space 

rooms for 25 to 600 

r conditioni ng, high fidelity sound 

FREE FOR CONVENTIONS 

New Hotel Facilities, featuring: 


50 attractive me ng rooms 


STAY in: 


New Hotels, Motels, featuring: 


3,000 modern, attractive rooms 
Heated pools — sensible rates 
20 minutes to Los Angeles airport 


PLAY in: 


ideal, smog-free sea-air climate 
Miles of beaches — swimming — 
Pacific Ocean Park — golf — 
Nearby: Disneyland, Hollywood 


MOST CURRENT Miss America’s appeared with Pepsi execs on stage. (I. to r.) 


Marilyn Van Derbur, 


Big job was to build up stature of 
executives who were not well-know: 
to bottlers bottle: 
confidence that a strong team was 
working for them in the home office 
Five to six weeks were spent to write 
to illus 


This was to give 


material for skits and visuals 
trate speeches 

In January all visuals were put nite 
produ tion. By 


ary sho \ 


second week in Janu 
with eight pro 
and rehearsals were started 


was cast 
fessionals 
Problem was to sustain the mood 


of the 


meeting with theatrics over a 
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‘58; Mary Ann Mobley, 


‘59; Lynda lee Mead, ‘60 


four-day peri not an easy task 
Show 


lyrics, pantomime skits, blackout skits 


included original music and 


and musical numbers 
On the screen there 


r lips and about 


were movie 
100 wide-screen slides 
A new technique, dubbed Vistastrip 
was used. One projector throws a pic 
ture on the screen while another su 
perimposes copy or art. First pro 
jector's picture moves across the screen 


horizontally in continuous — strip 


This is synchronized to taped sound 
Monda\ Feb. | 


when meeting 
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JET to your Convention on 
DELTA DC-8’s 


the first true jets on these routes 


You'll fly nearly 600 mph! You'll enjoy un- 
matched smoothness and quiet for there are no 
props, no pistons on Delta Jets. Superb cham- 
pagne dinners and luncheons, plus other jet-age 
luxuries. Thrifty supercoach also available at 
about 25% saving in fare. Make a date with a 
Delta DC-8 soon! 


HOUSTON 


Even more Delta jet service 
, ‘ a A 
coming in the Spring of '60 a 


c i Y BD) p= | | A »> the air line with the BIG JETS 


DORIC BELLINGHAM, Bellingham, Wo. 
Meetings to 1700; catering to 1000 


| fee Depenc 
0 


DORIC NEW WASHINGTON, Seattle | in 
Maetings to 500; banquets to 350 NNN 
for successful TRADE SHOWS, 
DORIC LEAMINGTON, Ockland 
sermveromenensr MEETINGS, CONVENTIONS 


DORIC MAR MONTE, Sante Barbora From Miami Beach to Seattle you'll find outstanding Doric 
Meetings to 400, banquets to 350 facilities with expert planning help and dependable 
. % follow-through to make your meeting run like clockwork 
ten y ot 


—_—. . { Large or small, your meeting is important in a Doric hotel 
o, ; \ For full information on all properties, call or write 


THE DORIC COMPANY 
DORIC OCOTILLO LODGE, Palm Springs University Bidg., Seattle, Wash. 
Outstanding for incentive program 


MA 3-5400 


winners; the desert's most lavish luxury resort! 
DORIC SAXONY, Miami Beach 


| 
DORIC SURF RIDER INN, Santo Monica Cnn ee ee 
Meetings to 300; banquets to 175. . ; 


banquets to 1200. 
— —s eee 
= MOTOR 
= qo > as <r ld 

~ ee — OS, AL 

SS ae 
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formally came to order, there was no 
hint of anything radically different. 
There were usual speeches from ex- 
ecutives, a message from the mayor 
and keynote by President Herbert L. 
Barnet. It wasn't until just before 
noontime that a sample of the theatri- 
cal fare in store was given. (This, to 
make sure bottlers returned promptly 
after lunch and didn’t slip away.) 
One of the new things at the meet- 
ing was a closed-circuit TV viewing 
of Pepsi's new building dedication. 
While about 2,000 bottlers, wives and 
Pepsi executives watched on their 


screens, Miss America, New York 
City’s deputy mayor ard top Pepsi 
executives dedicated the $7,799,000 
building on Park Ave. and 59th St. 

After Pepsi President Barnet ad- 
dressed the convention in person, he 
slipped out and raced to the new 
building for the televising. During 
his absence, filmed views of the new 
building were shown. When Barnet 
arrived at the new building, the TV 
show went live. 

Miss America, Lynda Lee Mead, 
pushed a button which lighted a huge 
symbol of the company’s growth and 


officially opened the building. Giant- 
view Television network piped the 
ceremonies into the Waldorf, 10 blocks 
away. The dedication was a short 
segment of the first day’s session. 

Merchandising space in super mar- 
kets to increase beverage sales was 
one of the first subjects on the pro- 
gram. Wide-screen-slide show was 
preceded by a musical number, “Stake 
Your Claim.” As with other music, 
lyrics were catchy and pointed. Here's 
a sample: 


There's a greater share of the market to 


tap 

There's a way for you to raise the “per 
cap” 

The one thing you've got to do 

To create more sales for you 

as a 

Stake your claim on the space that you 


need 


i 


Dorothy Collins, headliner of the 
cast, was chosen to fill the need for 
a “name.” She sang one song (music 
for which she hadn't seen until 12 
hours before show time), and stole 
the show. In the words of one bot- 
tler, “She really belted it out.” On 
merchandising, Miss Collins sang: 


bhkhhee 
peaaahar 


fe 
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You gotta show the merchandise to make 
iat sell 


j } 


the Big Change in Puerto Rico’s Horizon 


La Concha offers exciting newness, spectacular beauty 
—against a backdrop of foreign enchantment! 


Old-world charm, exotic, foreign flavor—fascinating places to go, new things to do 
—plenty of sun, ocean fun! These are the rewards of meeting away from the ordinary 
. in the Caribbean . . . in Puerto Rico! 

And because Puerto Rico is a part of the United States, you'll feel right at home 

here—with American conveniences, American cuisine to suit your mood, and no 
language or currency problems to bother you. Today, some of the biggest conventions 
are being held in Puerto Rico... where you're at home abroad! 
The magnificent, new la Concha—now in its second season—is located on its own 
ocean beach, in the fashionable Condado section of San Juan. Facilities for your 
enjoyment include cabana club, king-size pool, two main dining rooms, night club, 
three cocktail lounges. Tennis on premises. Golf privileges. Completely air conditioned. 
250 rooms. No passports, visas, or vaccinations necessary for U.S. citizens 

La Concha was designed—and staffed-—with the handling of conventions, sales 
meetings, and other groups in mind. The grand ballroom will accommodate 700 
persons ... other meeting and banquet rooms adapt themselves to smaller groups. 
La Concha is completely equipped to provide sound, projection, and lighting equip- 
ment—and other accessories—as well as photographic, publicity, and secretarial 
services. Altractive convention rates! 


Send for Colorful Convention Brochure! 

If you like your meetings with a dash of the unusual, send for your free copy of 
la Concha’s beautiful and comprehensive convention brochure. Write to: Henning 
Mogensen, Acting General Manager, Hotel la Concha, San Juan, Puerto Rico. 
William P. Wolfe Organization, Representatives. 


—_ 
Omuation Hate 


THE 


Madison 


OVERLOOKING OCEAN at ILLINOIS AVE. 


210 MODERN 


METICULOUS ROOMS 
126 ROOMS WITH OCEAN VIEW 
An Imaginative, Intelligent 
Cooperative Convention Staff 


Fully Complete and Versatile 
Convention Facilities 


JOHN R. HOLLINGER 
Associate 
CHARLES W. STITZER 


HOTEL, BEACH & CABANA CLUB President 


SAN JUAN, PUERTO RICO Your Inquiries Will Receive Prompt 


and Persona! Attention. 
Telephone 4-819! 


HENNING MOGENSEN 
General Manager 


AN ASSOCIATED FEDERAL HOTEL ~ Cecil Mills, President 
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You gotta get it out where folks can see 
it well 

To make the customers buy 

Sock them right in the eye 

With point of sale material that rings the 
bell. 


Twelve-foot mockup of a new pro- 
motion handbook was brought onto 
stage by a “mobilator,” Wilding’s 
name for a treadmill device. Black 
light and cardboard cutouts were used 
to dramatize promotion material. 

Stage “business” was injected wher- 
ever possible to sustain interest in 
many subjects that were routine. Even 
on first day when the rest of the con- 
vention’s program was explained, it 
was done dramatically. Cast sang and 
danced while a chart was created of 
the schedule. Each item was on a 
board with hooks to fit into place 
on the long chart 

Eight microphones were used on 
stage to pick up songs and patter from 
the cast of four girls and four boys 
Four mikes were in the foot lights 
and four were suspended from the fly 

Prompting devices were used by 
some speakers, but a few preferred to 
speak from notes 
cast didn't use prompters since it had 
been thoroughly 


The professional 


rehearsed 


YEAR-ROUND CONVENTION-LAND! 


The perfect setting for 
successful conventions 
large or small. The 

BERKSHIRE HILLS, 

site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 

and art galleries 


Ideally located... 


135 miles from 
NEW YORK 
and BOSTON. 


for complete information on 
group meeting facilities in the Berkshires, writ 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
50 SOUTH STREET, PITTSFIELD 96. MASS 


MARCH 18, 1960 


Dress rehearsals were staged each 
night before the day’s show. On Mon- 
day night, for instance, cast rehearsed 
Tuesday's show; on Tuesday night it 
worked on Wednesday's performance. 
Time limitations condensed many 
things. For instance, the “house” was 
“dressed” at midnight Sunday for 
Monday’s meeting. This included ar- 
ranging all props lights, 
mikes and other equipment 

Pepsi bottlers received plenty of 
literature. Major program piece con- 
tained diagrams of exhibits, plus guide 
to 28 suppliers’ display rooms. It also 


scenery, 


offered general information on the 
meeting and the city. In the guide to 
New York City it listed airlines, de- 
partment stores, shops of all kinds, 
theaters, opera movie 
houses. In the back were listed plays 
on and off Broadway 
est. and about 100 restaurants (en- 
Back cover of this pro 
gram had a gate fold to reveal a map 
of Manhattan 

“Songs 


house and 
points of inter 


tered by type 


from Pepsi Power Phase 
Two” 


phlet 


bers appeared in the pamphlet, and 


were reproduced in a pam- 


Lyrics to the six original num 


10 REASONS 


why you should hold your 
next sales meeting in Jamaica 


NEW YORK @ 


NEW ORLEANS 
MIAMI 


(2 Hours 
‘ 


@ Jamaica offers superb fa- 
cilities for meetings large o1 
small—the business part of 
your meeting will run like 


clockwork. 
@ Jamaica is an exciting, 


friendly and “foreign” place 
to be —the pleasure part olf 
your meeting will be unfor- 


gettable. 


ei Jamaica is mere hours by 
air from everywhere. 

4) Jamaica is not expensive 
—why hold your meeting 
just anywhere when you can 
hold it somewhere — and for 
no more? 


5] Jamaica is a free port with outstanding bargains in fine merchandise 
from all over the world — watches, cameras, perfume, liquor, etc. Your 
meeting in Jamaica has an incentive plan built right in! 


@ Jamaica enjoys dependable weather. If the weatherman himself had 
to schedule a sales meeting, he would probably schedule it here. 


@ Jamaica has 1001 things to do and see when business is finished. 


We defy you to be bored. 


© Jamaica is old-fashioned in the sense that it really wants to please 
you, and doesn’t just pretend to. The difference is apparent instantly. 


© Jamaica is the place pirates used to hold their own sales meetings 
in days of yore. Pirates could go anywhere. They came here. 


10) Jamaica has tourist offices in major cities. They'll bend over back- 
wards to make your meeting a rouser. So will your travel agent. 


come to Jamaica — it’s no place like home 


JAMAICA IN THE WEST INDIES - 


Chicago + Miami «+ Toronto 


Jamaica Tourist Board «+ New York 


Canada «+ Kingston, Jamaica, W. | 


a/l go great in NASSAU inthe BAHAMAS 


This tropic island paradise provides a wide 
range of accommodations and meeting 
facilities — including convention halis that 
seat 1800: for business, 1000 for banquets 
Over 100 flights a week to Nassau, non-stop 
from Miami and New York, plus ship 
cruises. No passports needed for American 
or Canadian citizens 


This private resort estate of 625 scenic 


For complete information: 

NASSAU, BAHAMAS, DEVELOPMENT 
BOARD 

MIAMI, 608 First National Bank Bldg 
CHICAGO, 1230 Palmolive Bldg 

NEW YORK, 307 British Empire Bldg 
DALLAS, Adolphus Hotel Arcade (1406) 
TORONTO, 707 Victory Bidg 


acres is at your service for convention 


and business meeting groups. Famed for efficient convention planning; 
superior accommodations; gracious, attentive service and gourmet food. The 
new and versatile Starlight Room comfortably accommodates 600. All resort 
facilities are right on the grounds: private Beach and Cabana Club, tempera- 
ture-controlled Pool, Har-tru Tennis Courts, Cocktail Lounge. 


And Where Else in Florida Will You Find 
TWO SUPERB CHAMPIONSHIP 18 HOLE GOLF COURSES AT YOUR DOOR! 


The Belleview - Biltmore is 


pleased to report that the 


following distinguished organizations were recently here: 


Travelers Ins. Co 
Mfg. Assn., Waxed Paper inst., Inc 
Life, Aetna Life, Manufacturers Life, Mass. 


New York Life, John Hancock Life, Textile Bag Assn., Nat'l. Lumber 
Chemical Spec. Mfg. Assn., 


Northwestern Mutual 
Mutual Life, and American Inst. of C.P.A.’s 


Pltiwm Vebxe 


BELLEAIR, CLEARWATER, FLORIDA 


Bernard F. Powell, President 


* Donald E. Church, Manager 
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Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 


service. 
SPECIAL CONVENTION RATES: 


throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


HOTEL 
Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


“Manoir 
Richeliew 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
if June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
( anada 
aor | r AMADA CTEAMEHIF Lines 
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as a follow-up, a recording of the 
songs is to be mailed to bottlers. A 
play bill, too, was distributed. It had 
the usual credits and a “who's who 
in your Pepsi Power cast.” 

If ‘Pepsi bottlers thought they'd 
been treated to real excitement — ex- 
hibits galore and dramatics at each 
session — they had some surprises still 
to come. Banquet entertainment came 
on like thunder. It included Phil Sil 
vers and his platoon from “Sgt. Bilko.” 
Also on the bill were June Taylor 
dancers and Trude Adams 

Prize Power Parlay was title given 
to incentive program revealed to bot 
Presented as a 
three-stage rocket, incentive program 
had these steps: (1) Bottlers award 
prize points to employes who fulfill 
units of objective (set by bottler) dur 
ing the drive. Points are applied to 
prize catalog developed by E 
MacDonald Company. (2 
ward points for item of equipment 
purchased during the drive. Points 
can be during 


tlers at the meeting 


Suppliers 


used for “sur-prizes” 
spurts of weekly or monthly activity 
3 Pepsi offers 


salesmen parlay ti kets used to com 


within contest per iod 


pete for additional national and re- 
gional prizes 


one 


Under the plan, “ans 


can win but those who do the 


best job greatly increases the proba- 
bility of winning.” 

All these prizes are for bottler per- 
sonnel. How about the bottler him- 
self? For him, a contest with all- 
expense-paid trip to Europe (for two) 
as a “business ambassador.” Eleven 
winners and their wives will go abroad 
as “business ambassadors and repre- 
sentatives of President Eisenhower's 
People-to-People program.” 

To dramatize the contest for bot- 
tlers, in addition to a rocket mockup, 
a big life-size photo of President 
Eisenhower was displayed. Photo 
showed the President shaking hands 
with a man whose head was cut out 
of picture. Bottlers put their heads 
through the hole to have their photos 
snapped as thev “shook hands with 
the President.” 

& Coordinator for Pepsi s entire show 
was Harvey Russell, manager, special 
markets. He had much to coordinate 
Between exhibits, cast, orchestra, pro- 
duction crew of 15, plus directors and 
stage managers and other profession- 
als, he had much to do. But, in addi- 
the He 


appeared with a panel of executives 


tion, he was on program 
to discuss market potentials and mar- 


keting problems. @ 


Editorial 


A Special Welcome 


A group of VIP's (Very important Peo- | would back up quickly 


) to Kenosha and its booming economy 

in our midst today. 

We welcome them and congratulate them 
and hope they will enjoy their all too brief 
visit with us. 

Al of Kenosha, and for that matier, the 
state of Wisconsin and the great industrial 


section of northern Illinois, is aware that | 


Rambler 
This area a tremendous shot in the 
arm. We are getting so used to hearing 
about new production and new sales rec- 
ords that we fail to realize that for each 
Rambler that comes off the assembly lines 
in our city a man or woman must be in the 


field selling it. Should this system ever | 


break down, Kenosha would know it in a 
hurry because the Ramblers built here 


gives the economy in | 


| 


Our guests today are 40 of the outstand- 

ing Rambler salesmen in the United States 
These 40 gentlemen--two from each zone 
— have accounted collectively for more 
than 10,000 Rambler sales at retail! At cur- 
rent record rates of production here. these 
sales represent more than a week's produc 
tion effort for the more than 13,000 em 
ployes of American Motors at Kenosha. 

We hope our guests today enjoy seeing 
how the cars they sell are compactly built 
bere. We know they will enjoy meeting the 
Kenosha people who are so much a part of 
the amazing Rambler success story. We 
join in the wish that they will have a most 
successful and enjoyable meeting here and 
in Chicago and that they will achieve even 
greater success in the year ahead 


Editorial Cites Trip Winners 
“KENOSHA EVENING NEWS” writes welcome to travel winners to home 


plant. 


Salesmen are honorary officers of the American Motors Sales 


Honor Club for selling the highest number of Rambler automobiles in 
1959. Winners tour plant and then travel to Chicago for sales awards 


and entertainment. 
last year. 
MARCH 


18, 1960 


Trip was part of Rambler's incentive program, 


ME going 
to the Summit Conference! 


It’s hard to find a conference that’s 
more ‘‘summit’’ than one held at the 
magnificent Castle In The Clouds — 
high atop Lookout Mountain. What a 
view—seven states at your feet! What 
a location—near Chattanooga—a short 
hop from any place! What connections 
—served by 5 airlines with 51 flights 
daily ... also by 17 trains! And what 
a hotel! Your ‘‘summit conference’’ 
is certain to draw a ‘‘full General 
Assembly’’— with nary a veto in sight. 
Top drawer all the way! 

Complete facilities for up to 350, 

7 meeting rooms. 

Entire hotel available for groups 
Complete social programs for all. Danc- 
ing nightly, nightclub entertainment 
styled to your convention, all included 
in American Plan rate. 

Golf (including new Sportsman's Par-3 
Course), Tennis, Horseback Riding, 
Basketball and Swimming. 

Superb cuisine, highlighted by the spec- 
tacular International Buffet. 

Open May to October. 

For information, write, wire or phone collect 
Jack M. Slone, President, JEfferson 1-1271 


Shelborne Hotel (Winter Address) 
Ocean at 18th St., Miami Beach, Fla 


im THE 
cLouoes 


Lookout Mountain, Tennessee 


A RESORTS INTERNATIONAL HOTEL 


Jn Miami Beach, The Shelborne 
Jn Jamaica, The Marrakesh 


U.S. Slide Show involves 
five pictures projected 
simultaneously on giant, 
9 ft. by 24 ft. film screen. 


Slide Show in New Delhi 
Packs "Soft Sell Wallop 


U. S. split-screen show at World Agriculture Fair is one of 


our most effective efforts abroad. Color slides tell story of 


U.S. farming with restraint and in deference to Indian audi- 


ence. “Diary” of project engineer reveals set-up problems. 


finally has done it. We 
have created a screened show for an 
uudience at a foreign fair that tells a 
simple, easv-to-understand story with 


Perhaps for 


America 


a pin-pointed message 
the first time, a foreign audience can 
“theater” 
know exactly what we are trving to 
This has not been the case in 
most films shown at our exhibits for 
the public abroad. 

['wo-month-long World Agriculture 
Fair at New 
triumph 
show that did everything you'd want 
it to do. It explained how our agri 
culture has developed, how and why 
our farmers have prospered, and why 


come away from our and 


Say 


Delhi was scene of our 
Here we presented a slide 


we hold freedom so dear for ourselves 
and our friends abroad 


Story is told with drama, but with 
It is presented humbly and 
It fits the temperament 
of India and its people — and they re 


restraint 


with sincerity 


spond 

focal 
s a color slide 
It uses the new TelePrompTer 
split-screen technique Entire 
24 ft. It 


sections 


Film presentation point of 
our five-acre exhibit 
show 
Corp 
screen measures nine ft. by 
is divided into five and a 
separate rear projector fills each sec 
tion 

Completely automated, the five pro 
jectors are synchronized with taped 
Original track 


Later, it was retaped 


commentary sound 
was in English 
in Hindi language. Subtitles on screen 
are Hindi script 

Slides tell the 


story of an Indian 
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visits 


with a 
} 


and 


exchange student, Gopal, who 


farm. He lives 


England 


an American 
New 
through slides and taped sound he 
tells what he has 
learned and experienced. He attends 
church 


farm famil 


his countrymen 


a grange meeting service, 


fair. He 


American farm methods 


school session and counts 
learns about 
and what we do that Indian farmers 
can do, too 
that much of farm 
richer than that in India 
taken applied 
under cultivation 

Color photographs for the slides 
were shot in Sutton, N. H., last Fall 
by Al Victor. He took hundreds of 
shots from which the show 


veloped An 


He learns, for instance, 
land is no 
that it has 

bring it 


our 


science to 


was de 


actual Indian student 


FLAGS OF NATIONS 
decorate entrance of 
New Delhi world farm 
show. U.S. is a big par- 
ticipator in farm show. 
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was used along with a local amateur 
drama group to play the parts in an 
American farm “family.” 

Arthur Goodfriend, U.S. Informa 
tion Service officer for New Delhi dis 
trict, worked with TelePrompTer 
technicians to produce a show that 
would ring true to Indians. He had 


to keep a sharp look-out for small 


things that might creep into the pres 
entation and ruin its effect. For in 


stance, he spotted a vodka advertise 


ment in one scene. Scene was killed 
because: (1) it would be in bad taste 
in a country that, for religious rea 
sons, is almost completely dry, and 
(2) would be more likely to associate 
scene with Russia rather than U.S.A 

Painstaking study went into the 
Authentic Indian colors and 


color combinations were used in art 


slides 


work. In the five-screen techniques 


aS 
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INDIANS USE crude ladder of bamboo and rope to erect 
giant, five-picture screen at New Delhi World Farm Fair. 


solid strips of color may be used in 


one sex tion or several At other times, 
all sections show photographs. All 
sections of the screen may change 
photos at once, but usually one, two 
or three sections change at a time 
The same picture can go from the 
large frame in the center to a small 
one on the side, or vice versa. This 
flexibility allows for much added color 


and imagination in screen “lavout 


ENGINEERS BATTLE immense dust and dirt problem to keep 
complicated projection system in action for U.S. slide shows. 
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MEN WITH 
IMAGINATION: 


a (One of a series) 
j He, 7 , ii ‘ht 

, 4 e = » “AS ‘ 
zu 


is \ 
a 
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SKILLED CRAFTSMEN build quality 
into the production of Displayers’ exhibits 
and displays. They creatively combine 
new techniques with lifelong experience in 
executing highly integrated production 
operations. The end ‘product’ is a trade 
exhibit, an international exhibit, 
a point-of-purchase display or other 
form of visual selling for your 
company, your product or 
your service. 


ISPLAYERS, inc 


635 West 54th Street, New York, N.Y. 
PLaza 7-6500 


3 Glad to GREET you 


® With complete facilities that assure 
@ successful carefree meeting 
® With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 
®@ With personalized attention to 
good service and come-back-again 
hospitality 
@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. Y.—LO 5-1115 + Phila.— KI 6-1937 
or write: EDWARD C. JENKINS 


me SKYLINE INN 
i 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


—s 


It is here that much of the eftect of 
the film was centered. Through color 
and balance, drama was created. It 
was consistent with Indian taste and 
art appreciation. 

Problems were many for the men 
who created the show. Thev had to 
design a presentation that could by 
pass language and illiteracy barriers 
Most fair visitors would not be able 
to read and there would be five dia 
lects among them. Story had to be 
simple, art and photos clear. While 
film had to reach lowest conymon de 
nominator, it had to respect intelli 
gence of the {iterate minority 

Picture story was designed to be 
virtually self-explanatory 
chronized with music as well as com 
Powerful rear-view 
tors were required to put a brilliant 
picture on the screen in daylight. Five 
TelePro 6000 projectors were mounted 


It was svn 


mentary projec 


behind the split screen They were 
loaded with 261 color slides 

As with all fairs abroad 
are beset bv lack of 


equipment 


Americ itis 
facilities and 
thei: 
rele 
Nothing 
tribulations 
of an “exhibitor” like this extract from 
notes written by Carl Hevdeman 


when they set up 


was no different for 
New Delhi 


trials and 


show It 
PrompTer at 


describes the 


Hevdeman is lelePrompTer's pro 


ect engineer. It was his job to install 


and operate the slide show. Here is 
a word-for-word extract from his note- 


book: 


Sunday, Nov. 29—Arrived in New 
Dethi at 2 p.m. After we checked in 
and washed up a little bit, Arthur Good- 
friend took us to the fairgrounds. The 
American pavilion is simply beautiful. 
Our stage looks not bad at all: a stone 
structure with a concrete floor—and tons 
of dust. 


Monday, Nov. 3}0—When you know 
how yoor this country is, you start to 
wonder how they will get the work done. 
Just to give you an idea as to how 
things are done, here is an example: No- 
body ever heard of an electric or even 
a hand drill. They put a drill in a piece 
of wood, take a hunting bow, form a 
loop around the piece of wood, and then 
just push it from left to right and back 
again until the hole is ready. Got some 
painters to paint the shadow box black. 
The sun is terrific and might cause a lot 
of trouble. There is just no comparison 
between the sum in New York and New 
Dethi. The first applicant for the job 
as projectionist was nothing but a bundle 
of dirt wrapped in an old table cloth. 1! 
couldn't help but reject him. 


Tuesday, Dec. 1—Finally, the equip- 
ment arrived. Unfertunately, the cus- 


OVERHEARD ON FIFTH AVENUE: 
“THE GOTHAM 


é 


is my kind of hotel... 
for sales meetings!" 


5 individually decorated meeting 
rooms...fully air conditioned... 
absolute privacy... every bit 

as functional as they are elegant... 
ideal for groups up to 250. 


Conferences, sales or board 
meetings at The Gotham always 
bring favorable returns. 


Write for brochure or cal/: Sales Department 


"I’ Hi Fx 


Fifth Avenue at 55th Street * New York 19 * Ci 7-2200 


(Kapplid () Vitlelg- 


EVELYN SHARP, PRESIDENT 
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toms office in India is not the fastest one 
in the world. We had to wait until 
5 p.m. to get it released. At that time, 
it was too dark for any work as the gen- 
erator is not yet working. At night, went 
to Old Dethi to buy a broom or brush 
to clean the place. What an experience! 
After we stepped over about 100 people 
who slept on the sidewalk, I gave up and 
decided to try it the next day. 


Wednesday, Dec. 2—So far, Inge 
(Heydeman’s wife) hasn't given up her 
fight against the dirt. The dust and 
dirt are impossible to describe. But we 
have to win if we want to keep the 
slidechangers going for over two months. 


Friday, Dec. 4—The screen is up and 
fits perfectly. The two tape recorders 
are in operation and the audio system 
checked out all right. The best equip- 
ment we brought to New Delhi, however 
is the vacuum cleaner. Not only is it 
the greatest mystery to the native people, 
but it also looks like it will save the show. 


Saturday, Dec. 5—Things are going 
slowly. Nobody starts before 10 a.m. 
(except the crazy sahibs from America) 
then they have a two-hour lunch break, 
and when it gets cold they just go home. 


Sunday, Dec. 6—The painters moved 
in. We had to take most of the equip. 


HAPPY 


“CAPTIVE” 


ment out again. With bamboo and rope, 
they built the most dangerous ladders 
we have ever seen. But they did an ex- 
cellent job. 


Wednesday, Dec. 9—Stopped work 
around 5 p.m. to go “downtown” to see 
President Eisenhower. The city looks 
beautiful. The Stars and Stripes and the 
Indian flag ali over the place. New Delhi 
gave him a terrific welcome 


Thursday, Dec. 10—Unexpectedly, 
Prime Minister Nehru went through our 
pavilion. I switched on the system as 
fast as I could, but he could only watch 
it for a minute. He had only 20 minutes 
altogether to have a preview of our 
pavilion. 


Friday, Dec. 11—The big day! At 
6:15 p.m. sharp, Ike reached our stage. 
The music started, and the show went off 
perfectly. Nobody was happier than 
Arthur Goodfriend. He had the biggest 
smile on his face I have seen in a long 
time. 


Thereafter, the show became rou- 
tine, albeit pretty hectic “routine” by 
Both Carl and his wife 
Indian 
which he describes as 


our standards 
suffered a few 
“dilly belly,” 


“not serious but not the nicest thing 


days from 


in the world.” It was decided to erect 


AUDIENCES GUARANTEED 


For the happiest audiences in captivity, hold 
your next meeting at the famous French ( 


Sheraton America’s 
convention hotel 


No “city” distractions during meetings 


Lick- 


finest year-round 


complete resort facilities for leisure hours. 


We have the experience and facilities 


convention hall and a full complement of meeting 


rooms 


Also: @ Expert aid in planning 

special parties 

@ Comfortable, 
attractive rooms 

@ Delicious meals 

@ Air conditioning 
throughout 

@ Red Carpet Treatment 


Write or phone 
Jonn Nolan 
Director of Sales 
WEllington 5-9381 


the Jamous 


FRE 
SHERA 
HOT 


FRENCH LICK, INDIANA 
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to handle groups of from 2 to 1200. 
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Successful 
wast it ? 
be | 


‘Conventions are always a 
“success — at the Hotel 
COMMODORE. No wonder! 
You get so much more — at the 
COMMODORE: more spacious, comfortable 
rooms to accommodate 10 to 3,500... 
a special “executive floor’ with suites 
and hospitality rooms designed to meet 
your specific convention needs ...5 su- 
perb dining rooms serving exceptional 
food at a range of prices... and a staff 
that “knows how’! If you're planning an 
impo;tant meeting, for a few or a multi- 
tude — head right next door to Grand 
Central — to the COMMODORE! 


For full information: Phone 


John C. Egan, Director of Sales, 
Murray Hill 6-6000. ta} 


> — 


HOTEL CommoporE 


42ND STREET AT LEXINGTON AVE., N. Y. 17, NV. Y. 
MURRAY HILL 6-6000 A ZECKENDORF HOTEL 
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In New Orleans— 
America’s Most Interesting City 
your convention business 

is a pleasure at the 


ROOSEVELT ** 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


* 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

* The center of business, civic and social activities 
in New Orleans 

%& Home of the famous Blue Room for dining and 
dancing and floor shows 

% Also for your dining convenience The Coffee Shop, 
Fountain Lounge, Coffee House and Plantation 
Room. 


"7 


"o 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manager 


HOTEL AND COUNTRY CLUB 
on the breeze-kissed Sound, Eastern Point,Groton.Conn 


HAVE MORE FUN — GET MORE DONE 


New England’s famous resort ... the ideal choice for your 

next sales meeting or convention. Outstanding accommodations, 
with special rates, between June 1 and September 15, 

for groups of 10 to 700. 


All yours... lovely surroundings, luxurious atmosphere 
in our meeting rooms, banquet hall, new Coffee Shop, Cocktail 
Lounge and famed Cinderella Room. 


‘Unsurpassed sports and recreational facilities, including 


our famous 18 hole Shennecosset Golf Course and club house, 
Oiympic pool, tennis courts and children’s playground. 


You'll never forget the thoughtful service of our staff of 
convention experts... so all-important in guaranteeing 
asmooth running, successful convention! 


Call or write for 

Color Brochure 

and Rates. 
—¥? 


CONVENE AT 
BEAUTIFUL... 


..-0r both! 


Each of these 

Daytona 

Beach 

luxury hotels 

can handle 

up to 500 delegates 

comfortably. Combined 

convention facilities include 

air-conditioning, banquet 

rooms for 1000, three 

swimming pools, beach 

and cabana colony. 
Large or small, your 
meeting will be more 
successful here. 


Write for details. 


SALES MEETINGS/Part Ii SALES MANAGEMENT 


an awning to protect the screen from 
the bright glare of the very blue In- 
dian sky, and he notes that it was 
necessary to clean the screen every 
few days because “apparently Indian 
bugs like to kill themselves by flying 
head-first against it.” 

Through January 17, Carl reported 
that, of 358 “Gopal” presentations, 
only four failed to run perfectly. One 
was due to a burned-out bulb in a 
projector, one to a mistake by the 
Indian operator, one because of a 

wer failure in the main generator 
and the fourth because of a ta 
breakage that forced the show to “ 
stopped for 40 seconds. During this 
period, 90,000 slides were changed 
without breakage. 

Story of an Indian student's visit 
to an American farm was put into a 
“comic book,” “Gopal Visits an Amer- 
ican Farm,” for distribution at our 
exhibit. This giveaway was a popular 
item and helped to give lasting im- 
pression of the filmed show 

What seemed to impress Indians 
about our show was its lack of boast- 
fulness. We didn’t brag about our 
successes and our possessions. We 
didn’t flaunt big cars and 12-level 
houses at our Indian audiences. We 
simply explained how a democratic 
people—God-loving and freedom lov- 
ing—can, through science and cooper- 
ation, grow and market crops success- 
fully 

Statistics were quoted but in an 
understandable way. Entire presen- 
tation of American farm life was 
shown through the “eyes and words” 
of an Indian exchange student. This 
simple technique, reinforced by psy- 
chological study of Indian attitudes, 
allowed the film producers to pack a 
10-minute show with friendship, 
warmth and information. 

While the TelePrompTer slide pres- 
entation was not as spectacular as 
our multi-screen show in Moscow last 
summer, it had more impact on an 
intellectual level. Our Moscow film 
show had great dramatic qualities — 
it smashed against the eyeball and 
exploded into vivid colors and scenes. 
However, no two Russians had the 
same reaction. There was no story or 
idea that they could grasp. There was 
no clear outline of what we were try- 
ing to tell. 

In New Delhi, there was no ques- 
tion of what we intended to say. In- 
dians stood and watched. Many stood 
and watched a second and third pres- 
entation. 

Americans could be proud of the 
show. It conveyed an idea we'd like 
all peoples to have: Americans live 
the good life through hard work and 
ideals, and we wish for peace and the 
same good life for others. 
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what's 
new in 
exhibits? 


| = SHOW JOB at the Waldorf since the Motorama 
was Pepsi-Cola’s Bottlers Convention which transformed the 
entire ballroom floor, including all adjacent suites, foyers and 
corridors. "Twas a tremendously successful event. The entire 
installation was completed in three days, dismantling over- 
night—after a month of shop construction. 


\ ASHINGTON’S SHOREHAM HOTEL was selected as 
the setting for Eastman Kodak’s participation in the Presi- 
dent’s Youth Conference, a spectacular exhibit of photos en- 
titled “These Are Our Children.’’ New portable modular tech- 
nique was developed especially for this 3500 square foot walk- 
through show. 


(— A TREND toward restrained decor and auto- 
visual perfection in today’s slick conference rooms. Complete 
installation of carefully engineered equipment was recently 
installed in United Carbon’s new Park Avenue offices with six 
by eight foot screen, three projectors, tape recorders, hi-fi 
amplifiers and six ceiling-mounted speakers. 


7 

—* PLASTIC MOCK-UPS won't get off the ground, 
but they do tell a graphic story of a new satellite, soon to be 
launched into orbit. Every one of numerous operating systems 
within the housing is reproduced, actual size, in translucent 
Plexiglas. The whole is mounted on a revolving stand and the 
systems activated by remote-control] from a push-button 
console. 


A uareee IN SERIES of practical itinerant exhibits now 
going the rounds of the trade shows is Singer’s new alumi- 
num and reinforced plastic modular. The last word in light- 
ness, compactness and flexibility, its two-foot module allows 
use in any length up to 30 feet, with variety of headers, plat- 
forms and other props. 


The work of a large exhibit shop involves many tech- 
niques and a new challenge every day. How we meet 
those challenges is the measure of our skill. What 
we have done for the projects above, we can do for 
you. Why not challenge us on your next exhibit 
project? 


IVEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


I 


| 
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FORERUNNER to Product Service Center is Aluminum Supermarket. From such events came idea for permanent centers 


Kaiser Centers’ Big Housing Push 


To promote use of aluminum in housing market, Kaiser is about 


to open Products Service Centers. First kicks off this month. 


Kaiser sells exhibit space to aluminum product manufacturers. 


Plan meetings and training session in centers for industry and 


consumers. Cleveland and Kansas City are now in the “works.” 


Grand opening of the first of Kaiser 
Aluminum & Chemical Corporation's 
Aluminum Building Products Service 
Centers is just days off—Thursday 
March 24. It will be in Cleveland 
Ohio. Second such center will follow 
shortly in Kansas City. Centers are “a 
service to builders to help them sell 
houses as well as a showcase for ou 
customers’ products,” states William 
H. (“Bill”) Slemp, manager, business 
development—residential, for the com- 
pany. They serve as headquarters to 
train builders in “why, when, where 


90 


By ELSA GIDLOW 


and how” of the applic ation of a long 
list of aluminum products to residen 
tial construction and a place to bring 
home owners and home buvers to 
gether with builders 

Slemp adds: “Up until this time 
there has been no place for builder 
or buying public to go to see all types 
of aluminum products for use in the 
home under one roof.” Centers simi 
lar to these in format but with a profit 
motive have been set up at different 
times throughout the country but for 
one reason or another, most have not 


been successful. Kaiser Aluminum’s 
primary aims are education; increas 
ing homes sales and product display 

These centers for permanent dis 
play of residential aluminum products 
of Kaiser Aluminum’s customers are 
an outgrowth of an experiment last 
vear when the company conducted 
an intensive campaign in six test cities 
directed toward market development 
of residential aluminum products. At 
peak of the program in ea h citv the 
company held what it called an 
Aluminum Supermarket. In approxi- 
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HOME BUYERS attend 
classes at Kaiser Prod- 
uct Service Center to 
learn advantages of 
aluminum in building. 


mately 1,000 square feet of spac tomers were plac ed on display Build were one-day affairs. But so successful 
aluminum products made by fabrica ers were invited to a breakfast or were they, both in practical results 
tors who are Kaiser Aluminum « luncheon and viewing party. 7 hese and generation of enthusiasm, that the 


SE 


4 


Ses nee ee ae pagan 


c “he 
—FProdact of rhe Month 


FLOOR PLAN shows exhibit layout at Kaiser's new Aluminum Building Products Service Center. 
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550 Air-Conditioned Rooms 


Everything is 
~NEW 
in Detroit... 


specially for you and your meetings 


In the summer of ’60 Detroit’s new Cobo Hall will make its bow 
as an impressive showcase for companies such as yours. A year 
later the magnificent Convention Arena will begin hosting your 
festivities. New hotels and motels are already reflecting the luster 
of Detroit’s newness. 

But the newness of Detroit is more than skin deep now that we 
offer our newest service . . . a service that consists of newness itself. 
When your company goes on display it can perform in style by 
having all new booths and accessories. Our complete new inventory 
of draperies, carpeting and furnishings will give your display the 
setting it deserves. 


ALL NEW Tubular steel booth frames—safe, sturdy and easily 
adjustable. 

ALL NEW Luxurious draperies and carpets in the shades and 
textures that good taste demands. 


ALL NEW. Bright, comfortable molded glass fiber chairs. 


ALL NEW Tables, ash trays, lamps and other accessories. —: 
8 J 
* ¢ 

So, pull this page and drop it in your file labeled “‘ con- 

ventions.’’ Or better yet, drop us a note now and get the i} ’ 

full story of our convention services and our tasteful, 4 

budget-hugging display work. 


¢. 
+; 


1[slelclaly a 
& Xx |) I |B) I a COMPANY 


1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 


Designers and Manufacturers of Displays, Animations, Training 
Devices, Exhibition Buildings and Sales Presentations 


11 
THE HEAR, gs. 6' AG. 


>» WANTED!.. 


IN CHICAGO 
SMALL GROUP MEETINGS 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


Wm. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARR A, Mar 


TV and Radio in every room 


PAULINE BROWN, Sales Mar 


company decided on the permanent 
display and training centers, com- 
mencing with the two now being 
opened. 

One-day “supermarkets” will be a 
feature of the 1960 market develop- 
ment program which has now been 
extended to 10 new cities, adding up 
to 16. 

Purposes of the permanent product 
display centers are summed up by 
the company thus: 


1. Pre-sell to the home  buver 
(This phase will be patterned after 
National Assn. of Home Builders’ 


home buyers’ clinic 


2. Post-sell the home buyer with 
classes suc h as interior decoration or 


landscaping 


- | Educ ate builders on why, AS) here 
when and how of aluminum 


4. To promote sale of Kaiser 
Aluminum customers’ products to 
builders 


Slemp points out that “pre-sell and 
post-sell features help to sell houses 
and builds builder's confidence in the 
use of aluminum products for new 
home construction.” 

Set up of the centers is better il 
lustrated than described. Floor plan 
shows layout of the Cleveland center, 
which is at 75 Public Square Building 
provision for a “product of the month” 
display in the lobby, and an area for 
conferences. Aiming at an open, spa 
cious effect, over half of available 
area is reserved for aisle space and 
reception 

Exhibit space was offered, starting 
Feb. 1, to fabricators who are Kaiser 
Aluminum customers. It will be 
charged for, based on commercial 
rental rate for the area, but well be 
low normal display area space of this 
type. Company estimates that this will 
be less than half the going commer 
cial rate for such display space. In 
addition to absorbing part of space 
rental costs, Kaiser Aluminum is pro 
viding manpower for each center (two 
men and a receptionist in each 
Kaiser will conduct programs and 
training sessions, and underwrite ad 
vertising and promotion program that 
the center initiates 

Advance reception to the program 
was such that the company had to 
limit each manufacturer to only one 
booth per product classification (ex- 
ample: one for siding, one for win 
dows, one for doors). The company 
requires that exhibits be freestanding 
self-supporting, of the type that gives 
an open, spacious feeling, and begin 
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EAUVILLE 


CELEBRATES ANOTHER RECORD BREAKING VEAR! 
THE REASONS ARE CLEAR 


, oer , hotel } sonal 35,000 SQUARE FEET 
THE DOGAVUVILLE, conceived as a magni t convention- . engineered in advance 
design, architecture and decor, offers the perfect setting for smoothly functioning con- OF EXHIBIT SPACE 
ventions, regardiess of size. This ultra-modern 600 room convention luxury hotel, 
ing two biocks on the Atlantic Ocean in the Heart of Miami Beach, is an 
IR ISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 
The DEAUVILLE CONVENTION HALL. over 21,000 ware feet of unobstructed 
floor space, comfortably seating 3.500 people theatre-style accommodating 2.500 
people banquet-style. Sound. proofed sliding walls can be partitioned into two or three 
more areas for emaller groups. 
AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 
“Projectioneered” for conventions, SUPER-abundant for the most demanding 
display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage 
12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 6O OR MORE. 
20 SPECIAL ROOMS FOR SMALLER GROUPS. 
NUMEROUS Press Rooms and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities 


Cres Write, wire or phone 
he PLANNED FOR PLEASURE DICK ELTERMAN 


. pools. and 550 feet of private ocean beach— ‘auad Director of Sales 
o 


be iv, putting greens and sun decks... for 
sun 
night clubs, featuring great name bands 


stare of and wood! 
AD aptere te Bo {CE SKATING RINK... one 
[the many DEAUVILLE pleasure exclusives! 


ae 5 mail =— » ; 
ON THE OCEAN AT 67th STREET © MIAMI BEACH, FLORIDA 


For Successful Meetings 


TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New they offer facilities unmatched anywhere. Air conditioning, su- 
York's newest, Hotel Manhattan, offer the mest flexible meeting perb staffs, comfortable guest rooms, modern equipment, fine 
facilities in this capital city of conventionland. Each is fully restaurants, and ideal location, combine to make the Astor and 
equipped—and teamed up as a combined convention headquarters, the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN HOTEL ASTOR 


44th to 45th Sts. at Eighth Ave. 44th to 45th Sts. on Broadway 
JUdson 2-0300 JUdson 6-3000 


New York's newest hotel. 10 q 21 meeting rooms, for 15 to 


luxurious meeting rooms for . 3000 people. Includes the 
10 to 500 people. 1400 air | : largest ballroom in New 


conditioned rooms, each Pils 5 York. 750 air conditioned 
with radio and TV. Excellent Hie Brooms, each with radio and 
garage facilities. ie “ fm | television. 


=" 


ASTOR‘? MANHATTAN 


ZECKENDORF HOTELS © FRANK W. KRIDEL © EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 
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ning not less than 12 inches above the 
floor. Height of a display above the 
floor is set at a maximum of seven feet 
Manufacturers also were instructed 
to have their displays designed to 
allow revision of copy and art when 
new products become available. To 
assure continuity between exhibits 
and general theme of the centers, the 
company requested that drawings of 
all exhibits be submitted for approval 
before construction of the exhibit 
Product Service Center as a whole 
is directly in the hands of Robert 
(“Bob”) Peterson [wo product spe 
cialists in each center will be assisted 
by a receptionist who will also serve 
as a typist and guide. Office of the 
center will maintain a file s\ stein. sup 


lies of customer literature; handle 
A. Storr Hull — : 
Seller of Service all telephone and mail inquiries con 
Starr Hull is Assistant General Sales cerning the work of the center, resi 
Manager of the Hollywood Beach Hotel, dential construction and home im 
and makes Washington, D.C. his 
headquarters. His past experience as a 
convention bureau manager, association ters. All of these latter which now 
executive and hotel sales manager gives might go to the local Kaiser Alumi 
him a keen insight into his customer's 
needs. This makes it doubly easy for him num district manager will be rerouted 
to sell the Hollywood Beach's superior to the center. The office also will han 
service and facilities dle promotion of its activities and 
Starr is a member of the Hollywood 
ve Beach saies team, which is backed up by a : 
< service team of 400 experts in catering to FHA appraisers, home buyers and 
id group meetings. When you think of this home owners, all of whom are ex 
exceptional service team combined with the 
hotel's outstanding facilities, the Hollywood 
Beach's competitive edge becomes quite evident ri ording to their needs 


brick and mortar facts — Cleveland Center was due to open 
american/modified american/european plans ¢ with major display $s in plac e, about 
completely air-conditioned * 500 guest rooms a month prior to the official grand 
and suites * 40,000 sq. ft. of meeting space ' 3 
on one floor « free exhibit space ¢ free golf opening. Two we eks ahead of the first 
and tennis * Olympic pool and 1000 foot opening, the product specialist in 
private beach * professional entertainment and 
ladies’ programs « sensible rates. 


provement inquiries and related mat 


contacting of builders, architects 


pec ted to make use of the centers ac 


charge was working closely with sup 
pliers and Kaiser customers generally 
to get displays in and functioning 
smoothly At the same time the 
Kaiser Aluminum portion of the dis 


play was set up 


£6 


For the grand opening, the com 
pany has arranged to have local sup 
pliers act as hosts. Program, following 


. 


HOTEL/GOLF CLUB * HOLLYWOOD/FLORIDA the welcome ceremony, will include 


New York: MU 8-6667 ° Phile.: LO 7-0475 a discussion of the educational pro 


Wash., D.C.: ME 65092 + Chicago: SU 7-1563 gram to be given at the center; an 
Hollywood, Fla.: WA 2-455! explanation of how the company will 


assist builders in the use of aluminum: 
issuance of a warm invitation to them 
to use the center as their own; and an 


fe X i ae j i RM outline of the advertising program 

; p planned in 1960 (including TV cover- 

Ww here age on the company’s Sunday night 
Maverick series) on residential uses 
of aluminum 

meets To encourage builders and archi 


tects to use the center as their own, 
the company has attempted to steer 


(. Fay 
~- 


‘ 


When your company’s sales experience 


joins with the Claridge’s meeting experi snanufacturers toward maintaining 
ence (and excellent facilities) a top notch ° their exhibits to convey all the impor- 
sales meeting is assured. That's why In tant facts about the products shown 
ternational Harvester, Goodyear, Ralston : 
Purina, and many others return to the (such as uses, installation techniques, 

MEMPHIS advantages). Thus manufacturers will 


Claridge year after year. May we add 
your name to our growing list of satisfied HOME OF THE FAMOUS ~ = . = - . oo — il- 
ustré Cc 4 -cucé - 
BELL TAVERN istrate technical educational pro 


clients? 
SCOTT J. STEWART, Managing Director grams which Kaiser plans to present 
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monthly in the form of meetings 

To set up plans for these meetings, 
the company worked with local home 
builders association executives and 
local suppliers. They help to plan the 
technical program on specific alumi- 
num residential produc ts Each 
monthly program will be given on two 
consecutive days. Only Kaiser Alumi 
num customers who have displays in 
the center will be on programs 
Chosen supplier will be on the pro 
grams. Chosen supplier will talk spe 
cifically about the product under dis 
cussion—but for the entire industry 
not his branded product). No sales 
talks will be permitted during the 
program 

Slemp points out that during the 
coffee hour after the program, sup 
pliers: representatives “will have an 
opportunity to sell anyone on their 
specific products.” 

Technical and educational tone 
will be maintained during programs 
to concentrate during each meeting 
on a single product: for example, sid- 
ing or duct sheet. Center manager 
will open the program and cover the 
why-when-where of the application 
Supplier's representative will then take 
over. He will devote his portion of 
the meeting to the “how” of applica- 
tion of the product 

Program will be repeated again a 
second day so that as many builders 
as possible may attend. This type of 
instruction will be directed not alone 
to builders, but to heating, ventilating 
and sheet metal contractors, FHA and 
VA and local coding officials. Pro- 
grams will stress practical advantages 
these aluminum products possess and 
how to take advantage of these char 
acteristics 

As an example of the approach: A 
sheet product technical man will tell 
how to fabricate aluminum ducts and 
discuss variances between aluminum 
and other materials which require 
different techniques to take advan 
tage of the metal’s characteristics 

Following introductory meetings 
builders themselves will be invited to 
suggest aluminum products to be dis 
cussed on the technical programs 

Says Slemp: “Type of customers 
and their products which are dis 
played at the centers will also govern 
the technical program, since they are 
an inherent part of the educational 
objectives +3 

Meetings are spaced at monthly in- 
tervals because builders are expected 
to attend so many other kinds of pro- 
grams. First is scheduled for a month 
after the opening date of the Center. 

One aspect of the Product Service 
Center program which has caused 
initial accéptance of the total pro- 
gram to be far beyond company ex- 
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DEON. DALLAS 


North . - South ... East... West! No matter from which 
direction, it’s easy to get to Dallas by air, rail, or highway 
And, with its central location, Dallas is quickly accessible 
to all parts of the country. Beautiful new Dallas Love Field 
only a few miles from the many downtown hotels, is show n 
above as an example of Dallas’ forward-thinking policy 
toward transportation. 


Equally impressive are the meeting facilities at beautiful 
State Fair Park! Six permanent buildings (two are air 
conditioned) with 342,000 square feet of exhibit space and 
three auditoriums seating 200 to 4,000 make it easy to find 
the right spot for your group at State Fair Park. There’s 
easy parking, with free facilities for 12,000 cars. It’s easy 
to reach, too... just ten minutes from downtown Dallas. 
And even easier to get complete information about State 
Fair Park... just drop a line to P. O. Box 7755, Dallas 


STATE FAIR PARK 


DALLAS 


ideal Vacation Convention Site 


all - 


GLAGIER PARK LODGE in nortHwest MONTANA 


Write Convention Mgr., Glacier Park Co., 218 Great Northern Bidg., St. Paul 1, Minn. 


pectations, is the consumer educa- 
tional program for which the centers 
also will be headquarters. This takes 
the form of a Home Buyers’ Clinic, to 
emphasize facts that a home buyer 
should know before buying a home, 
and, most important to Kaiser Alumi- 
num’s market development project, 
facts they should have concerning 
aluminum building products. 

This course will last nine weeks 
Slemp. says frankly, “It will bring fu- 
ture home buyers into the centers 
each week and builders once a month 
with a final tie-in between the builder 
aad the buyer to bring the two to- 


gether.” This will be a decorating, 
maintenance and landscaping course 
open to consumers who have pur- 
chased homes from builders who use 
11 aluminum items from Kaiser cus- 
tomers in the construction of their 
homes. Consumer courses will con- 
tinue throughout the year, with a two- 
week pause between end of one 
course and start of the next. 

First consumer course is planned 
to start one month from the grand 
opening. Twe weeks before this, 
there will be lecal cut-ins on Kaiser 
Aluminum’s “Maverick” television 
show to invite viewers to write in for 


THE BIG SHOWS ALL COME 
TO rH Vow fork 


TRADE SHOW 
BUILDING 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 


in the world. 


The country's leading trade 
shows and conventions have 
been quick to recognize the 
obvious advantages and 
features of this outstanding 
show center: 


@ the finest in exhibit facilities 
@ the ultimate in service 

@ the central location 

® the greatest economy 


If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 
without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 


NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1,N. Y. © LOngacre 4-4100 


4000 Fine Hotel Rooms located nearby 


COMPLETELY AIR-CONDITIONED 


"The Vow Beit iw Exhibits Facilities 


application blanks for the course. 
Company hopes to have publicity 
space in the local home section of 
Sunday newspapers also to tell peo- 
ple to write for applications. How 
many individuals can be accommo- 
dated at a course will be dictated by 
the layout of respective centers. 

Builders will be given the privilege 
of sending their interested prospects 
to the courses. For builders who 
qralify for the program (through use 
or at least 11 aluminum products in 
a home) there will be an additional 
aid. They will supply the company 
with pictures of their homes and floor 

lan and these will be made into 
Pooklet form, prominently displayed 
at centers for all visiting consumers 
to see. 

Builders’ names will be made avail- 
able to consumers who may come to 
the center and ask for information on 
builders—another way in which build- 
ers and consumers will be brought 
together. 

On completion of a course, the 
home owner will be given a gradua- 
tion certificate and list of names of 
builders who are in the Kaiser Alu- 
minum Center program, with the sug- 
gestion that if he is interested in a 
new home, he contact one of the 
builders listed 

As far back as December of last 
year, Peterson and his staff began to 
prepare the ground for acceptance of 
the program by the local home build- 
ers’ association both at the executive 
and membership levels. At the same 
early date, calls were made on sup- 
pliers to acquaint them fully with de- 
tails of the program and to enlist their 
cooperation and participation. 

Calls also were made on officers of 
local FHA and VA; of appraiser, sav- 
ings and loan and banking associa- 
tions; real estate board, and Chamber 
of commerce 

Personal contacts with builders was 
also a part of advance work. Each 
one was told in detail about the edu- 
cational and promotional program; 
center and its function was explained, 
also its tie-in with HBA. Company 
field men who made these calls took 
the opportunity to explain advantages 
of aluminum products and to actively 
sell these. Invitations to the grand 
opening of the center were personally 
issued during these calls. 

It is worth emphasizing that in this 
preliminary stage the company’s own 
local personnel was brought very 
actively into the picture. Kaiser Alu- 
minum district manager actually was 
the first to be contacted and given 
full details of the project and its 
meaning to him. In every way, Slemp 
points out, “this was made the dis- 
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in CHICAGO 


It’s 
EVERYBODY’S 


MEETING RACE 


. because the Sheraton-Blackstone 
meets the space, facilities and budget needs 


of every business group! 


Well within your reach, the extensive facilities of 
Chicago's famous Sheraton-Blackstone Hotel. If you've 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 

e 12 function rooms, capacity 18 to 1,000 e Convenient 
Loop location ¢ Helicopter service from airports — 
16 minutes to the Sheraton-Blackstone via Meigs Field 
e Entire hotel air-conditioned for your comfort. 


iene BLACKSTONE 


HOTEL 
Home of the famous Cafe Bonaparte 
Michigon Avenve ct Balboa + Douglass M. Boone, Gen. Mgr. 


TO SELECT GROUPS FROM 16 TO 600.. 


Yh ovit. Cention 
For a truly different, more productive meeting or convention, plan yours 


within the privacy of the spacious 7-acre Roney Plaza—the most conveniently 
located Miami Beach convention hotel. 


The Roney's unique facilities are conducive to tensionless meetings . . . freedom 
from noises ... absence of neon and commercialism. Instead, subtle architecture 
and magnificence in the air conditioned suites and rooms, exhibit and meeting 
rooms, even outdoor meetings can be arranged. There are acres and acres of 
relaxing enjoyment . . . the expansive (3 blocks long) ocean beach... 

racing size swimming pool... vast tropical gardens... the rare-to-find 

tennis courts and putting greens... superb cuisine... And famed 

Roney Plaza personalized hospitality. 


For complete information and exclusive location bencfits 
(within walking distance of Miami Beach Exhibition Hall and 
Auditorium ...in the very center of every attraction) 

write Armando W. Castroverde, Dircctor of Sales. 


Elliott S$. Ryan, General Manager 
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the “seat” |. je 
of your next Gulf Coast’ most sianlete resort 


for Conventions & Sales Meetings 


convention... | EDGEWATER 
GULF HOTEL 


Featuring @ modern new Convention Hall 
to accommodate 750. A 700 acre estate 
of recreation and beauty overlooking the 
Guif of Mexico. Our own I8 hole golf 
course — John Revolte, Winter Pro. Spa- 
clous freshwater swimming pool, and 
plenty of activities to entertain. A com- 
plete city wader one roof. 


Ner Met  - ol, 


Telephone UN 4-1312 


GULFPORT, wmississirr: 


‘* teetes 


e geen ~*¢ 
~” tt t- 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 

How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 


South, call Capital...do it now! Ll: * / 
 &apita 


AIRLINES 


IS eIqIDAS ideo! facilities for Jibs | 


aq 


Consider the advantages of Sales Meetings 


the Edison's newly decorated i ‘ 

and magnificent Banquet 

Halls. No finer facilities any- Conventions 
where, sensible prices. ..con- 


veniently located in midtown Ince ntives ‘Oy Foes The : 0, ” © 
Manhattan é ~ 
Accommedations: 20 te 1000 aaaaeas ay os 
For Reservations call new Vaseline 80 ieee Lodge 
Robert D. Howard EDISON A Porvonationd Hate i the Moor of the north of ” year ay 
ont Tremblant, 
Circle 6-5000 sax SRS 2S a Montreal paw 


ties 6t Oa : Siegfried Faller, Jr., Soles Mgr. 
Telephone: St. Jovite 83 
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trict manager's program and he was 
given an active part to play.” Ar- 
rangements were made for some 30 
minutes at district sales meetings to 
apprise district personnel on progress 
of the center program. (All, of course, 
were invited to the grand opening.) 
Thereafter, regular monthly meetings 
with the district manager were set up 
to inform him of progress 


You'll hold your. most 
There have been no major hurdles with the a RCA é 
to overcome during set-up stages -- 
just a lot of hard work, planning, and ’ ' 
coordination of details. There are two 
big challenges (“we won't call them - 
problems”) that face the company on 
this first and all future such centers LECT FRN 
to be established, once the opening 
fanfare and novelty die down 
builder ind consumer tr ning | GET YOUR IDEAS 
grams ; ACROSS FORCEFULLY 
First is being met through attentive 
work by the industrial sales organiza ate audience hears 
every word 


tion; setting high standards; and 
charging minimum fees for exhibit 
space 


1. To maintain interesting and 
stimulating displays 


2. To get attendance at both 


Built-in 
High Fidelity 
Sound System 


Second is being met through care 
fully-laid advertising and publicity 
programs. Kaiser will use all loca: 
media and make sure that subjects 
chosen and speakers and instructors 


Speak from an RCA ’Lectronic 
Lectern and you know you're get- 
ting across clearly to the farthest 


are on a high level of interest. 
Dollar costs of the program have 

not vet been arrived at Slemp says: 

but the budget for the program has 


corner of the room. Go ahead and 
call a meeting on short notice in any 
space that’s available. Your com- 
pletely portable ’Lectronic Lectern 


been broken down thus 


Transistorized ! 


Operates from any 
110-volt A.C. outlet, 
or from batteries. 


can go right along with you. Its 
powerful all-transistor amplifier, 
built right into the system, operates 
from any 110-volt A.C. outlet, or 
batteries. Transistors mean instant 
operation and long life. 


1. Personnel ~40% of total budget 
2. Rent for the centers 0% 
J. Advertising and promotion 15% 


4. Operating expenses — 15% 


The company is not sparing ex 
pense, however, for this unique and 
exclusive Kaiser service. “We feel,” 
Slemp says, “that this is another sales 
tool for us to use to contact our cus 
tomers, fabricators of aluminum prod- Tmk(s) ® 
ucts. It will in turn enable them to 


become more a part of the building RADIO CORPORATION of AMERICA 
program in areas where centers are LECTERN SALES 


established and give them, the op CAMDEN 2, NEW JERSEY 
portunity to work more closely with 
builders. Builders need to know more 
about why they should use aluminum 
when they should use it, how they 
should use it, and where they should 
use it.” Slemp adds: “Every new 
house represents a potential of over 
1,000 pounds of aluminum.” 

Product Service Center programs 
are confidently expected to bring the 
aluminum industry closer to this goal 
~and give Kaiser Aluminum its share 
of the market thus developed. 


Complete with 
miniature 
broadcast quality 
TV Microphone 


Mounts on lectern or 
suspends cround neck 


Serves audiences 
up to 600 


Projects your voice to 
the last row. 


Radio Corporation of America 
Dept. E-275 
Camden 2, N. J. 


Please send details on the ‘Lectronic Lectern 


MAIL 
COUPON 
TODAY! 


Portable! 
Sets up in 
30 Seconds 


° Just open it up, 
plug it in, and 
stort talking. 


s74y et 
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REAL STOCK BOARD is background for ‘60 sportswear line kick-off. 


Theme: Stock Market 
Site: Broker's Office 


Product: Sportswear 


Sportswear manufacturer stages sales meeting in stock broker's 
board room. Ticker-tape invitations, stock certificates and 
blue chips, carry out theme for new line introduction. Tied- 


in incentive contest: salesmen can win stock in supplier company. 


“The preferred blue chip line” 
| Spring 1960 i 


a * 


Make the environment in which you 
hold your meeting count. A sales meet- 
ing, in one sense is a production. Like 
any Broadway stage show, a meeting 
needs an effective “set” to take full 
advantage of available techniques. 
B. W. Harris Manufacturing Co., St. 
Paul, Minn., carefully picks environ- 
ment and tailors presentation to fit- 
right down to the incentive offer 

Ticker tapes, stock certificates and 
board postings may seem an unlikely 
atmosphere for a sportwear manufac- 
turer's meeting, but Harris Co. chose 
unusual setting to dramatize its “pre- 
ferred blue chip line” campaign 
slogan 

As makers of Zero King sportwear 
Harris Co. arranged to use a local 
stock brokerage firm’s office (Saturday 
morning) outside s;ormal business 
hours. To further maintain environ- 
ment-message relation, company sent 
invitations printed on ticker tapes to 
announce company meeting to its 
salesmer. 

Special incentive offer was tailored 
by meeting planners to fit Spring sales 
theme. Salesmen who make the con 
test quota will be given real shares of 
J. P. Stevens stock, makers of a fabric 
used in many Zero King products 

On meeting day, each salesman 
awoke to find a copy of Wall Street 
Journal had been delivered to his 
hotel room. Journal will later carry 
Zero King advertisement which shows 
men in jackets in front of New York 
Stock Exchange, American Stock Ex 
change and Midwest Exchange build 
ings 

Brochure of 1960 Spring line was 
produced in the form of a stock cer 
tificate and distributed at sales meet- 
ing. Jackets featured in promotion 
piece were named “The Preferred 
Stock.” 

“Preferred Stock” will be designated 
by a blue chip attached to garment 
Blue chip can later be removed and 
used as a key ring 

To back Harris’ claim that Zero 
King is preferred, company conducted 
its own survey based on names of sub- 
scribers to Sports Illustrated Maga- 
zine. (Sports Illustrated is used by 
Harris Co. to advertise jackets.) Sub- 
scribers were asked, “If you were to 
buy a Spring jacket, price no object, 
which one would vou buy?” Result 
of survey was reported to be, “over 
whelmingly in Zero King’s favor.” 

Periodic “flashes” in the form of 
stock tips (such as one might receive 
from an investment service) are 
scheduled to follow-up sales meeting 
Enthusiasm is expected to be main 
tained through these. spaced campaign 
boosters. ® 


“<@ BROCHURE made up as stock certificate. 
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“Now, that’s what I call service!” 


So do we! At HCA we believe the real difference 
in hotels is the way people are treated. After all, 
what is service but an awareness of people’s needs? 

HCA calls it personalized service. That means 
prompt, courteous attention to you and to every 
individual in your group. 

You get the kind of service that arranges perfect 


projection equipment, visual aids, lights and props 
set up when and where you need them. 

Let HCA be your host for the next convention. 
Tell us your requirements and we'll put our “‘know- 
how” to work to help make your convention more 
successful. For information or reservations at any of 
the HCA_hotels, contact your nearest HCA hotel 


seating, a P. A. system that functions properly, and listed below: 


THE MAYFLOWER 
Washington, D.C 
Phone: District 7-3000 


HOTEL ROOSEVELT 
New York, N.Y 
Phone: MUrray Hill 6-9200 


THE PLAZA 
New York, N.Y 
Phone: PLaza 9-3000 


EDGEWATER BEACH HOTEL 
Chicago, Ill 
Phone: LOngbeach 1-6000 


PALM BEACH BILTMORE 
Paim Beach, Fla 
Phone: TEmple 2-1781 


SOMERSET HOTEL HOTEL KENMORE 
Boston, Mass 
Phone: COpley 7-9000 


THE ROYAL ORLEANS 
New Orleans, La 
(Summer 1960) 


CHARTERHOUSE MOTOR HOTEL 
Washington, D.C South 
Phone: FLeetwood 4.4400 


HOTEL QUITO 
Quito, Ecuador 
(Spring 1960) 


CHARTERHOUSE MOTOR HOTEL 
Cleveland (Euclid), Ohio 
Phone: ANdrews 1-0300 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construction. 


Hotrre.t CorPporRATION OF AMERICA 


A. M. SONNABEND, President 
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VISITORS MUST REGISTER before carnival barker allows them to enter. 


STRONG MAN ACT is part of show which gives audience product plugs. 


“Carnival” Booth Is Hit 


Owens-Corning Fiberglas uses cast of two to stage “Five Minute 


Theater” at Roofer’s Show. Audience “captured” for more 


than twice five minutes. Applause greets “sell” with humor. 


Carnival-type show scores smash 
hit at trade show in Sheraton Hotel's 
new 18,100 sq. ft. exhibit hall in 
Philadelphia. Almost everyone at Na- 
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tional Roofing Contractors Assn. trade 
visited Owens-Corning Fiber- 
glas Corp.’s “Five Minute Theater” at 
some time during the four days 


show 
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O-C staged what proved to be the 
eye stopper of NRCA’s “exhibit alley.” 
Barkers yelled come-ons, “See the only 
show of its kind.” Side-show goers 
asked to fill out registration 
ticket window as price of 
admission. “Tent” could seat up to 
30 people a show. However, many 


were 
cards at 


shows had standing room crowds as 
well 

“Five Minute Theater” was located 
at the far end of Sheraton’s “Little 
Convention Hall” which is capable of 
providing up to 125 8 ft. by 10 ft 
exhibit booths. Outside the 11,000 
sq. ft exhibit area is a 7,100 sq ft. 
“Penn Center Room” for meetings 

Once inside, show began promptly. 
film of 


roofing school was shown to audience. 


Color Fiberglas salesmen at 
Salesmen were given a week's course 
on roof construction in order to make 
them more familiar with roofing prob- 
was added to film by 
speeding up motion so that everyone 


lems.) Comedy 
had “quickie movements” to his ac- 
Additional peppered 
film in which salesman Jones lost his 
loafer on sticky tar 

Film was nothing more than an 
out-and-out commercial for Fiberglas, 
but the enjoy 
theater's straight forward approach 


tions humor 


sh« “ 


audience seemed to 


Special lighting effects for the “Five 
Minute Theater” were not hard to rig 
with hall's new lighting installation 
Room provides overhead spotlights, 
outlets for individual booth lighting, 
plus a full range of electrical currents 

“Introducing the only three acts of 
its kind,” barker after 
film He introduces audience to 
Swami, “World's Greatest Magician.” 
First trick is board 
number. In the 
filled with squares, iS a large 

As the 
cape over board the number changes 
to 1250. then to 1,00 and 500 


Each | 


aucbence claps at the 
( bviously badl 


heralds show 


with a “magic” 


center of a poster 
board 


1600.” Swami drapes his 


time 
executed trick. Swami 
purposefull, let widience see him 
Hing each poster into the stage wing 
number 


which leaves the next lower 


Im view 

Next, Swami takes a piece of I iber- 
glas roofing insulation. He lays it on 
top of some pe bbles and releases 250 
pounds of air pressure to drive an 
inflated tire down on top of the in 
sulation board. No impression of the 
pebbles is left on the Fiberglas prod- 
uct. Trick is proof that insulation 
had pliable surface that allows it to 
be applied to rough surfaces 

Second act the world’s 
strongest man. Muscle man accom- 
plishes feats of strength with bar bell. 
After finally litting bar bell with one 


hand, actor begins to have trouble. 


features 
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FAMOUS LAST WORDS (No. 12) 


"J DONT CARE WHAT 17 COSTS /” 
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.+» UNTIL THE BILL COMES IN 


It’s curious how quickly the cost factor flies out the 
window when a fresh, creative approach is presented to 
the client. Nine times out of ten he says, “That's just 
what I want. Go ahead and build it.” 


Although we appreciate that kind of enthusiasm from 
our clients, we believe that it is far better to discuss ex- 
hibit costs before starting production, than afterward. 


Working to a budget figure is to the advantage of both 
the exhibitor and the exhibit builder. It is far easier to 
bring the display and the budget into line in the prelimi- 
nary stage than it is after the assignment is in production. 
In the later stages, changes and revisions are expensive 


Ago | 
EXNBITS, 


in themselves and they can drastically affect the impact 
of the display. 

Budgeting and scheduling go hand in hand as two of 
the most important aspects of display production. To- 
gether they produce economical, effective results. 

Our best evidence of the success of this procedure is 
to be found in our records of repeat assignments from 
the clients we serve. 


WRITE for new folder “Sales-Producing 
Exhibits,” which illustrates and describes 
fourteen sales-stimulating GRS&W-pro- 
duced displays. . 


GrRS 8w wi 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvonie 
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CONVENTION 
WITHOUT TENSION 


There Never Was 
Anything Like This 


nest of 


‘s MIAMI 


este new DUPONT PLAZA 


On-the-bay luxury, superb facilities, in-town conven 
tence and rates...plus a staff ready, willing and able to 


provide outstanding convention and meeting service! s 
The Pow Wow 


Room! 


NEW! .. 


Meeting 
Accommodations 
for 200! 
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; 100% air-conditioned & heated Meeting rooms 

: accommodating 15 to 1,000 256 beautiful outside 

' rooms & suites / Swimming pool & terrace / Dining 

' rooms & Coffee Shop / Men's health ci Four excel DUDE RANCH & COUNTRY CLUB 
: <Any ches OCEAN SPRINGS, MISS. 
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lent lounges / Shopping arcade / 880° yacht dockage 


Conventions 


Secluded Yet Convenient 

So secluded folks can't stray from meetings, yet 

complete facilities offer wonderful fun between 

meetings and after hours 

1B-hole golf course, fishing, heated pool horse 

back riding, tennis, shuffieboard and other sports 
plus wonderful meals all included in one 

low rate, $12 to $16 per person 


Write or fed for complete information on 
BUSINESS ETING FACILITIES 


Dick and Gledys Weoters, Proprietors 

Ralph G. Dewe!, General Manager 
eon Springs, TRinity 5-421! 

Chicago, NAtiona!l 5-8200 


Where you can really 


i) ‘ 
roll-up your sleeves’ 
With accommodations, function rooms and 
facilities for seminars or conventions of up 
to 200. Jug End Barn in the Berkshires can 
promise you a convention that's unusual, 
complete end productive. Barn's conven- 
tion office can tailor plan facilities to meet 
all your working requirements, plus offer to 
you the advantages of 1600 private acres 
and almost any sport under the sun for the 
necessery relaxation which means proper 
concent-ation . finest accommodations, 
private banquet facilities, cocktail lounge 
meeting rooms for 10 to 200, scrumptious 
foods, an experienced staff to cater to your 
every need. Recreational facilities include 
golf (private course on premises), riding 
swimming (heated pool) fishing (privately 
stocked pond), hiking, tennis, softball, trap 
shooting, skiing (snow making equipment 
and ski rental), handball, horseshoe pitch- 
ing, badminton and hosts of other sport 
activities 
Write Box S5 for Free Color Folde: 


ne Bivd, Way 
*FR9O.8861 


MEET WITH DISTINCTION—WITHOUT DISTRACTION 


© easy accessibility © 4 golf courses 

© 12 conference rooms—!2-350 persons © tennis—riding 

© superb food from our own farms © private swimming pool 

© modern facilities—old world service pro hockey—ice shows—theatre parties 


Reservations Robert P. Cournoyer 
Write: Room $ Managing Director 
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Great Barrington. Mass. 


Des Moines’ central location and complete facilities . . . combined 
with our outstanding accommodations . . . assure you of a successful 
. 6 


' 
' 
' 
' 
' 
' 
‘ 


business convention or saies meeting. lowa's leading and prestige 
hotel offers you... 


@ 425 attractive modern guest rooms 

@ Air-conditioned rooms and suites available 
Accommodations for groups from 10 to |,000 
Free TY and radio—ciosed circuit TY 
Unlimited parking spece in conjunction 


BRVYAN-ELLIOTT Telephone CHerry 3-1161 . Teletype: DM 87 
pe of O MPANY i MeeeT Oiern WHALEN, Some! Manse 
Long Island City, N. Y. 1 
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To the audience's delight, show barker 
relieves muscle man of his burden by 
picking up weight with no effort. 

Two men were used to carry off 
entire vaudeville portion of the “Five 
Minute Theater.” Amateur barker dis- 
plays considerable talent for glibness 
often associated with the professional 
carnival barker. Other man did quick 
costume changes between acts to per- 
form in all three roles. 

Mind reading act completed show 
Actor is asked to attempt to read the 
minds of audience. He proceeds to 
launch into a one-minute commercial 
on Fiberglas as a roofing material 
(supposedly what was on everyone's 
mind). Frequent applause and final 
ovation quickly told show planners 
that they had a success. 

Plenty of fun for all, yes. But im- 
portant sidelights could not help make 
theater a success in other ways. Reg 
istration provided Fiberglas with 
sales prospects. While show visitors 
were in tent, distractions could not 
divert their attention to other portions 
of NRCA show. Theater goers were 
fully exposed to Fiberglas message 
“Five Minute Theate:” was spectacu 
lar enough to outshine less dramatic 
booths 

Then too, audience was held cap 
tive for 12 to 13 minutes, despite 
claims it was a five minute show. This 
accomplishment was a victory in it 
self when compared to the fact all 
other exhibits together might be 
toured in about 15 minutes. 

Perhaps the Fiberglas side show 
sounds like it should be expensive 
only something a large corporation 
can afford to do. Such is not the case 
Tent was made of cardboard and cur 
tains. Small area was partitioned off 
for ticket booth (which also housed 
projection and sound equipment) and 
a dressing area behind stage. Top of 
tent was covered with black gauze 
like material 

Additional equipment for side show 
was a movie projector and tape re 
corder for music and sound effects 
Portable spot lights gave special light 
ing effects. Entire booth covered ap 
proximately 18 ft. by 20 ft 

NRCA’s trade show was held in one 
of two rooms available in Sheraton’s 
new facilities in the Penn Center Con 
course. Actually on Pennsylvania Rail 
road property, new hall is beneath 
the Sheraton Hotel. Doors lead di- 
rectly to elevators and stairs to the 
hotel lobby Facilities opened last 
January. ® 


LIST OF TRADE SHOWS? 
See page 9. 
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EXHIBITION HALL 


and AUDITORIUM 


Covering nearly 5 acres « Largest in the South * Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area 
of 200,000 square feet and seats up to 15,000 people at one time 


¢ Centrally 


located ¢ Close to the world’s finest hotels, apart- 


ments, restaurants, shopping centers and recreation areas « 


Parking for 


3,500 Cars © Expositions ¢ Conventions « Trade 


Shows ¢ Sales Meetings ¢ Ice Shows « Announcement Showings 
e Automobile Shows « Sports Events 


write or 
CLAUDE D. RITTER 
Auditorium and 
Exhibition Hall Manager 
or 
THOMAS F. SMITH 
Director Convention Bureau 
1700 WASHINGTON AVENUE 
MIAMI BEACH 39, FLORIDA 
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SANFORD 


EXHIBITS 


MEMBER OF 
EPond DA 


DESIGNERS * MANUFACTURERS 
INSTALLERS 
OF EXHIBITS 


WILLIAM SANFORD, INC. 
657 HARRISON STREET 
SAN FRANCISCO 


ONLOOKERS have opportunity to see Brunswick management in depth. First time, financiers watch behind-the-scenes people. 


Brunswick Out to Bowl ‘Em Over 


Financiers as well as salesmen attend Brunswick's big national 
sales meeting. It’s just the second national meeting in over 
100 years. “Money men” exposed to Brunswick enthusiasm for 


future. “College of Bowling Knowledge” is theme for meeting. 


At a national sales meeting held seated at one time in the Grand Ball financiers who had been invited to 
last month in Chicago, there was more room of the Sheraton-Towers hotel the second national sales meeting ever 
than $100 billion worth of “assets” These “assets” were embodied in 51 held by Brunswick -Balke-Collender 


IT’S NO SECRET at meeting that Brunswick line is explained to bankers so bowling proprietors may obtain future loans easier. 
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TWO-ACT CO 


) over a hundred vears 
“Ted” 


115-vear-old manufacturer of 


Bensinger, president 
ot the 

bowling, billiard and sports equip- 
ment plus school and office furniture 

personally asked the men-of-money to 
sit in on the week long meeting, o1 
part of it, and expressed some hop: 
would accept. He and 
other Brunswick top brass were some 
what astounded that almost all of the 
invitations were accepted and finan 
ciers checked in from New York Los 
Angeles, St. Louis, Cleveland, Detroit 


San Francisco, Toronto and, of course 


that many 


‘60 Golden Crown 
Line to dealers and bankers. Professional actors are in 


specially written 
same show is to 


After all, $270 million 
1959 corporate sales ain't hay! 
Interest by these men was attrib 


7 
Chic ago 


uted to the almost fanatical growth of 
bowling during the past decade. Veri 
table Taj Mahals have been built or 
are now on the boards to repre sent 
in some cases several million dollars 
in construction and equipment. Where 
From 
banks, mostly, but from other finan 
The “ 
men came to see for themselves the 
health 


growth of the bowling industry, and 


do these owners get the monev? 
“mone 


cial houses as well 


currenth and projected 


musical, which lasts 20 minutes. Film of 
be shown later to Brunswick distributors 


they heard some encouraging statistics 
quoted by Brunswick officials on the 
stage. They seemed equally impressed 
by the musical-comedy stvle of pre 
senting the 1960 “Gold Crown Line 
of deluxe bowling equipment 


“taken” by Bru 


wick’s other guests who were 


were genuinel\ 


duced from the stage 

These guests were famous athletes 
who have ope ned bowling establish 
ments as insurance against the da 
when thei prowess might give in to 
Father Time and strenuous careers 


are ended. Taking bows were: Stan 


BOWLING MANAGEMENT SC DOL ~ 


a 


EXHIBIT BOARDS outline what Brunswick is doing to promote the bowling industry, and also explain what dealers can do, too. 
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They convened here 200 years ago 


In Colonial Williamsburg, two centuries and more ago, the 


gavel brought to order many an historic meeting. And today, 

conferences of many kinds continue this time-hallowed tradition. 
But there’s a difference. Once upon a time the delegates 

might refresh themselves at lively sessions in the Raleigh T 

} 


ern. Now, air-conditioned meeting facilities and modern hot 


rooms add a 20th Century flavor to the pleasures of doing busi 

TI ae ? ee “the 

ness. There’s plenty for the ladies to see and do in historic 

Williamsburg, too. And after business—tennis, golf, and swim 
ming for everyone. It’s recreation at its finest 

Set your next convention here. At the Williamsburg Inn, 

Lodge and Motor House, 535 rooms, superb facilities, and the 


here oT leisurely charm, form an ideal setting for meet 


atmos} 
ings of 10 to 400 persons. 

Then, when business is done, visit Colonial Williamsburg 
re-created in all its Colonial 


rich cisaeiaien 7 aa: ve. 


glor v. It sa living picture of our 


Moma CZ, 


VIRGINI ( 
-* LODGE MOTOR HOUSE 


booklet and information write: lam FE. Bippus, Manager 
“Hotel Sales, Williamsburg, Virginia, or call Nex ork —CTr 
Washington—EX ecutiv: 548 hicag WOhawk 4 


In Lincoln... PERSHING AUDITORIUM 
Convention Magnet of the Midwest 


attracting groups of all sizes annually to 
the ‘‘Convention City” of the great plains 

@ Complete convention facilities 

@ Seats 7,000 @ Banquet facilities 

@ 45,000 sa. ft. of space on two floors 

@ Downtown location near hotels 

and stores @ Large stage 

@ Completely air conditioned 
LINCOLN~—at the crossroads of America, 
hub of culture, sports, shopping, recreation 
served by every type of transportation 


For complete details, write: Convention Manager 


Lincoln Chamber of Commerce LINCOLN, NEBRASKA 


Musial, St. Louis Cardinals, and Joe 
Garagiola, Cardinal broadcaster and 
former catcher, partners in Brunswick 
House, St. Louis; Yogi Berra, N.Y 
Yankee catcher, partner with Phil Riz 
zuto in Brunswick House, Clifton, 
N.J.; Mickey Mantle, Yankee out 
fielder, owner of bowling establish 
ment in Dallas; Sherman Lollar, Chi 
cago White Sox catcher, opening 
Brunswick House in Springfield, Mo 
Pete Runnels, Boston Red Sox first 
baseman, operator of Brunswick 
House, Lifkin, Tex.; 

Also Johnny Unitas, Baltimore Colts 
quarterback, and L. G. Dupre, half 
back, partners in a bowling business 
to open in the spring, Baltimore; Del 
Ennis, former Phillies outfield sta: 
now operating Brunswick House at 
Rockledge, Pa.; Solly Hemus, man 
ager, St. Louis Cardinals; Gil Hodges, 
Los Angeles Dodgers first baseman; 
Bobby Layne, Pittsburgh Steelers 
quarterback, proprietor of two bow! 
ing establishments in Big Spring and 
Austin, Tex.; Sammy White, Boston 
Red Sox catcher 

Three famous names in bowling 
ry idols ot millions otf fans, were on 
hand as staff advisors to Brunswick 
Don Carter, World's International 
champion; Harry Smith, National 
Match Game Bowling champion, and 
veteran Ned Day 

Equally impressed by the fanfare 
and their first close look at famous 
names were 200 Brunswick salesmen 
and branch managers seated on the 
main floor of the ballroom. This wa 
the first national sales meeting man 
of them had ever attended, and even 
for the old-timers, it was only the 
second 

Only previous meeting of any pi 
portion was ld in 1950, but it w 
not as elaborate unpressive or exter 
sive. Milt Rudo vice-president-ma 
keting, explains that Brunswick-Balke 
Collender had for vears operated b 
the regional, or branch structure, and 
before the marketing system was re 
organized, had 23 operating branches 
in the field. Each branch manager w 
autonomous, with his own sales for 
and warehouse 

In 1954 the company created re 
gions with working vice president 
as top executives for these division 
“This pulled a lot of clerical work and 
inventory out of branches and vet 
gives the same, or improved, service 
to bowling proprietors,” Rudo says 
‘Each region controls its warehouses 
labor and shipping—but now under a 
broad company program.’ 

Brunswick has always had planned 
sales meetings with programs on a 
regional basis, Rudo explains further, 
but because of the industry's growth 


108 SALE MEETINGS/Paort 11 SALES MANAGEMENT 


NOWHERE IN THE WORLD 
CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 


SWIM! ...in our 
colorful outdoor pool 
or luxurious tropical 
indoor pool... or (in 
season) ocean bath- 
ing right at our door! 


ff 
7 SKATE!...on our 
4 spacious, colorful, ar- 
FM tificial outdoor rink 
Ay night and day during 


oo 


j 


J the winter months. 


RELAX!...in our 
modern Health Club 
under a soothing mas- 
sage. Ease away un- 
wanted pounds in the 
steam room. 


“YOU COG” is salesman. Brunswick's Jack Thomas places cog to show 

salesmen are most impertant part of marketing from factory to customer 
DANCE!...in the 
gay, sophisticated 
Submarine Room to 
the music of top flight 
orchestras. 


DINE! ...in a choice 
of distinguished res- 
taurants featuring 
truly fine food. 


SALES MEETINGS, EXHIBIT SPACE AND 
BANQUETS? THE TRAYMORE’S FACILITIES 
ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION STORY 
please write or phone 


THE 
KEY CLUB is hospitality room—set up so salesmen had no reason to wander i) ae 


off nights. Home-office employees were hostesses. Factory execs were there, too. 4 
Ca nesce more, 
and “because we're making several from the staid maple tones and is now 
radical changes in bowling equipment customized. Rudo savs, “We wanted 


we decided to give the whole thing to illustrate that bowling establish 4 ff _—y 
real impact as found only in a national ments now have different designs in 


sales meeting—and to put on as pro equipment, as well as six different ATLANTIC CITY 

fessional a show as possible.” colors. Lanes two miles apart can have New Jersey 
Company wanted to show its sales a completely different package of Atlantic City 4-3021 

men, as well as its financier guests, color which can be set up to blend Ring 

that bowling equipment has graduated — into a particular establishment.” 
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NEW EDITION of 
EXHIBITORS’ 


where to find it 


CHICAGO 
GUIDE” 


FREE for the asking! 


WRITE OR USE COUPON BELOW 


This handy pocket guide will save 
you time and effort...make your 
Chicago visit more pleasant and 
profitable. It contains a map of the 
center of the city, addresses and 
phone numbers of hotels, restaurants, 
churches, railroad stations, airline 
ticket offices, etc.... 


PLUS—sources of supply for emer- 
gency and special exhibit needs. 


PUBLISHED AS A PUBLIC SERVICE BY 
SD 


eneral 


exhibits 
& displays 


2100 NORTH RACINE AVENUE, 
CHICAGO 14, ILLINOIS 

EAstgote 7-0100 

Coe e eee EeeeeeeseeeE 
GENERAL EXHIBITS AND DISPLAYS, INC. 
2100 WN. Racine Ave., Dept. B, Chicago 14, II. 
Please send free___ copiesof CHICAGO GUIDE 
Nome - 
Firm Nome 


Addr *ss___ 


City a 
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ORGANIZED IN “TOURS,” Brunswick salesmen move from booth to booth on 
schedule to hear of products. Factory man explains bowling shoes at his booth. 


AUTOMATIC PINSETTER is explained by Brunswick President Bensinger to 
customers: Stan Musial, Mickey Mantle and Baltimore Colts’ Johnny Unitas 


lo do this, Brunswick engaged the 
services of the Jam Handv organiza- 
tion, and for seven months executives 
worked with Handv’s Harold Dash to 
create a show that would come up to 
standards. How would 
vou illustrate to a critical audience a 


professional 
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new subway ball return? A new foul 
light at ankle level in front of vou in 
stead of over the pins? A cluster rack 
to hold 12 balls? Hand drvers? 

Stage show to 
“Golden Sixties” 
Line, was built around “Brunswick 


emphasize the 
and the Gold Crown 


SALES MANAGEMENT 


the word 
is out 
in Convention 
Circles 


Z new ballrooms 
open Washington's largest convention hotel 
to groups of all sizes 


With the opening of two magnificent new ballrooms, the 
Sheraton-Park can comfortably accommodate groups of all 
sizes, from 40 in one of our meeting rooms to 3000 in 


Sheraton Hall, Washington's largest ballroom 


These latest additions to the hotel with the widest range of 


convention facilities in the nation’s capital seat 450 each for 
banquets, 600 for mectings. They conveniently open to one 
room for larger groups of 875 to 1200 

And for the added comfort of your group, the Sheraton- 


Park now has four new floors of garage parking. 


Your members will find it’s sheer pleasure doing business 
in the resort atmosphere of the Sheraton-Park. The hotel's 
facilities include an outdoor swimming pool, four tennis 
courts, 1200 outside rooms, all with air-conditioning, radio 
and TV, three fine restaurants for excellent dining at reason- 
able prices, two delightful cocktail lounges for meeting and 
entertaining associates 

The important business functions in Washington are held 
at the Sheraton-Park. For complete information, contact 
Lewis M. Sherer, Jr., Sales Manager. 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W., Washington, D.C. * George D. Johnson, Gen. Mgr. * Phone: COlumbia 5-2000 «+ Teletype No. WA-75 
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A BEACH-RESORT 


— 
fu designe EXACTLY 
FOR YOUR rd 


Executive * Sales * Promotion 


CONVENTIONS 
a 


UP TO 225 


ALL NEW COMPLETE 


Convention Facilities 


@ AUDIO-VISUAL SYSTEMS 
@ PRIVATE MEETING ROOMS 
@ DELUXE SUITES 
® BANQUET AND CARD ROOMS 
@ DISPLAY AREAS 


Or Call 


-FAR HORIZONS 


A delightful place for any meeting any 
time of the year... with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details 
(Washington, D. C. office: EX. 3-6481) 


Conf 


HOMESTEAD 


HOT SPRINGS. Virginia 


DIPLOMAS are given “class” of sports celebrities, who are Brunswick buyers 
too, at meeting. Some “graduates” will be bowling proprietors for first time 


College of Bowling Knowledge.” It 
had an able cast of voung men and 
women professional actors and dane 
They 


prec es 


eTs dressed in campus garb 
gracefully introduced 
of the Gold 
these spots into their song-and dance 
routines. Milt Rudo, “Professor of 
Marketing,” Jack Thomas (v-p sales 
“Professor of Sales” and other Bruns 
wick executives were introduc ed for 
periodic “lectures” during the three 


hour show 


several 


Crown Line, weaving 


Included at one point was 
a 20-minute, Handy -produc ed color 
film to show a typical American famil) 
using the Gold Crown Line in actual 
bowling lanes 
This film was 


the road immediately for showing to 


scheduled to go on 


proprietors all over the country as an 
As “Professor” Thomas 
put it, all equipment shown is read) 
to be 


liverv three 


aid to s¢ lling 


sold right now, “not with de 
Were 
vour orders on Monday 


months from now 
ready to ship 
February 8!” 

Thomas confided to this reporter 
that a plastic case full of sales materi 
als for the 


proot that wives would have of their 


new line was not the only 


salesmen-hubbyvs’ attendance, but that 
he is writing all wives a personal let 
ter saving, In effect: “We're sorrv vou 
had to miss this show, but here's a 
recordings of four of the show's top 
and Ivrics 
Brunswick.” 


from the stage show will form a mon 


songs, with original music 
written just for Pictures 
tage as a jacket cover for the record 

After the conclusion, all 
vip’s retired to the next floor of the 
hotel for the first look at actual, op- 


show's 


SALES 
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erating bowling lanes set up for 
purpose Al] foreshortened 
about 20 feet so that the bankers coul 


roll as many 


were 
strikes as thev wished 
throats after this 
tomed exercise 
the fover 
Brunswick sales setup might be said 


For dry unaccus 


there was an oasis in 


to be broken down into two parts 
territorial salesmen who service regu 
lar outlets. and sales engineers who 
work to develop new locations and 


businesses. These two groups und the 


divisional heads of company subsidi 
iries all caught the show at one time 
During the afternoon and for the re 
maiming six days thev were concerned 
only with their own meetings—except 
for sessions spotte d during the week 
wherein 


advertising and promotion 


for the new line was introduced. Al 
most the entire group sat down to 
gether for luncheon each day. Branch 
attended their “schools 

sales engineers, theirs. Western, Cen 
tral, Great Lakes and Eastern regions 


paid partic ular attention to their own 


managers 


programs 

High spot of the day to a great 
number attending was the strictls pri 
vate “Kev Club 


evenings after the 


open the first three 
days sessions. Re 
freshments were poured in the Shera 
ton-Towers’ exotic Tropical Room for 
“members onl Idea was designed 
to keep the visiting firemen off Rush 
street (night club circuit) at least until 
12 midnight, but some felt there wa: 
still another motive—to keep expense 
Probably the 


smilingest man of the week was Tom 
MacDonald, the hotel’s sales manager 


accounts within reason 


SALES MANAGEMENT 


NOWHERE IN THE WIDE, WIDE WORLD 
WILL YOU & YOUR GROUP FIND MORE LUXURY 
MORE COMFORT 3) MORE PURE PLEASURE 
EEI THAN AT THE CARILLON IN MIAMI BEACH 


THIS IS THE KEY TO A CAREFREE CARILLON CONVENTION 


3 blocks of private beach 


2 pools + cabana club 


circulating ice water and 


FREE 21° TV’ & RADIO 


IN EVERY ROOM i 


MIAMI BEACH’S LARGEST & MOST LUXURIOUS RESORT HOTEL 
WITH 620 BEAUTIFULLY DECORATED ROOMS & SUITES PLUS 
A COMPLETE VARIETY OF MEETING & BANQUET FACILITIES TO 
MEET EVERY MINUTE REQUIREMENT OF SMALL & LARGE GROUPS. 


HARRY SNOW, EXECUTIVE DIRECTOR OF SALES & A TEAM OF 
GROUP MEETING SPECIALISTS ARE ALWAYS AT YOUR SERVICE. 


IF YOU PLAN A MEETING SOON = OR AT ANY TIME IN THE FUTURE 
WRITE OR PHONE (MIAMI!) UNion 5-7561 FOR A PROPOSAL FROM 


100% AIR 
CONDITIONED 


OCEANFRONT «+ 68th TO 69th STREETS - MIAMI BEACH 
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Meetincs CL|CK 
IN PUERTO RICO! 


A gracious setting for your 

next 

meeting . 
~~ ¢ 


— , — =. 


Condado Beach Hotel 


SAN JUAN, P. R 


/ 


or an hour's drive 
into the cool 


green hills 


BARRANQUITAS, P. R 


At either of these fine hotels... 
@ Time to think and talk 
@ Time to relax—swimming and sports 


® Excellent facilities sensible rates 


For ail details 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS, INC. 


SALES MEETINGS 


in .the 


LAKE SHORE DRIVE AT OHIO ST. 
CHICAGO 11, ILLINOIS 


For fuii information, contac? 
Robert Jenkins, General Manager 
or Michael Weiss, Sales Manager 

SUperior 7-4700 « TWX: CG22 


- 
eerie = Bs 


companys 10 


tributors 


ing year 


Hostesses for Key Club were home- 
office personnel. Factory executives 
also were on hand to talk to salesmen 
informally 

Brunswick salesmen left this meet 
ing with tangible reminders. In a 
large personalized plastic portfolio 
they found a tie pin and cuff link set 
(with golden crown) and rich leather 
key case (also with crown) 


Entire meeting ran the first eight 
days in February, and company off- 
cials termed it a huge success as did 
those attending. Brunswick likes to 
consider itself as the “leading name in 
bowling”; if the enthusiasm engen- 
dered at its big national sales meeting 
is any criterion, competition had bet- 
ter, most observers believe, look to 
their laurels—and ten-pins. 


Newspaper to Digest 
Regional Meeting Talks 


Newspaper with one issue and 10 
editions probably has set some kind 
of a record in the publishing indus- 
try, particularly since total press run 
did not exceed a thousand copies. The 
short-lived tabloid, called the “Re 
gior al Mee ting News,” 


written 


was conceived 
printed distributed b 
American Optic al Co., Southbridge 
Mass., as a novel means to emphasize 


points made during its annual sales 


and 


meetings held across the country 


Sales meetings held vearly in the 


regional! cities for 


branch managers, salesmen and dis- 
outline plans for the com- 
Rather than rely on notes 
taken during meetings, as has been 
done in the past, AO printed a slick, 
four - page 


tabloid-sized newspaper 


All copy was based on salient points 
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own edition 


speakel dauring the 


sess1pons 
For added impact and timeliness 


each edition of the paper was cate 


lined with the meeting citv name and 


date meeting was held. As an exam 
( hic igo 
regional meeting on Jan. 5 were 
handed the “News” with the 

line “Chicago, Ill., Jan. 5, 1960,” 
found comprehensive 
talks thev had just 


Kansas Cit 


ple salesmen leaving the 
date 
and 
coverace ot 
he ird Those in 
on Jan. 7 received their 
with “Kansas Citv. Mo.. 
Jan. 7, 1960” dateling 

Distribution made from the 
company s printshop to each of 10 
cities, well in advance of the meeting 


was 


dates Circulation was responsibility 


of local regional managers. @ 
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EASTERN CANADA’S 


NEWEST SMART ‘RESORT Man On the move 


Chalcow | 
‘Jac eauipol 


SUCCESS OF =~"! 
YOUR MEETING IS ASSURED 
IN ANY SEASON! 


When business is the order of the day, we 
provide meeting rooms plus an experienced 
staff to relieve you of every detail. But when 
relaxation time comes, we really shine! A 
beautifully terraced swimming pool, tennis 
courts, nearby riding stable .. . or, in winter 
our own T-bar skiing, skating and sleigh 
riding. Your inquiry is cordially solicited 


Lac Beauport 30, Quebec 
Victoria 9-4468 
in New York: Uteli international, Plaza 7-2981 
In Torente: Utell international, EMpire 6.3313 


Our own 550 seat theater right in the hotel 


ideal’ says Walter Brunauer, Sales Mgr. of Service Products, Lily-Tulip 
Cup Corp. and Chairman, New York Sales Executive Club Education Committee 


**Yes, the Barbizon-Plaza's 550-seat 
theater is just perfect for every type of Cuisine, air-conditioning dial-controlled 
sales meeting and convention.’ There in every room. All rooms have private 
are 7,000 square feet of adjacent exhibit bath, radio, and TV. Central Park is at 
space and 20 air-conditioned, smalier yourdoor and Broadway, Fifth Avenue, 
meeting rooms, plus closed circuit tele- Radio City, the new Coliseum, are just a 
vision. And you really live at the Barbizon- step away. ‘‘See what | mean? Ideal!’’ 


Write to Director of Sales for illustrated brochure 
Let us help make your next 
sits metig tbat et- - BARBIZON-PLAZA 
at a atlanane ey 106 Central Park South at 6th Avenue overlooking Central Park 


THREE LAKES, WISCONSIN 


Plaza! Delicious French and American 


th on — = =e ss Eleven sumptuous 
of Hiawa " Aisi r . J oi : Banquet rooms plus 
- io es 27 pine-rimme ag —t L ; THE LAFAYETTE 

a chain incomparable con- ‘ ot we aera GRAND BALLROOM 

a facilities plus golf, : 


clas > | life == e argest in the West 
ference ths. > m = 


13,500 sq. ft. of 
a exhibit space ac 
: pool, health 
— don dancing and ; 


commodates 2,000 
7 nd. . persons for a meet 
fishing. Open asad ig ing, 1,500 persons 
1 ad kit for a banquet. 
Write or phone os. fi ' Hotel and Lanais 
NORTHERNAIRE a LONG BEACH, CALIFORNIA 
Three Lakes, Wisconsin Where Vacation, Convention and hotel 


; oS at \ facilities are unlimited 
Phone Three Lakes 481! i - we Telephone HEmlock 5-5681 
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Meetings 
For Doctors 
Examined 


Joint meeting of medical convention planners 


and companies that exhibit view each other's 


problems. Out of it comes tips on how to im- 


prove sessions and what criteria companies use 


to evaluate shows. Another meeting is planned. 


Physicians are going to attend bet 
ter conveations and exhibitors at these 
meetings may expect less problems 
ind more cooperation. Men and 
women who plan meetings for do 
tors and exhibit men and women from 
companies in medical field now work 
toget! er 

First joint meeting of Professional 
Convention Management Assn. and 
Medical Exhibitors Assn. was staged 
in Chalfonte-Haddon Hall, Atlantic 
PCMA is made up 
of medical association executives who 
MEA 
represents companies that exhibit in 
inv of over 200 different medical con 
ventions 


Citv, in January 


plan conventions for doctors 


To make conventions more effective 
for doctors p inel speakers made man. 
ms including: 


sucvgesti 


Program committee should func 
tion all vear ‘round 

* Planning committee should be 

small and not have to handle 

inv physical details—only pro 


cram content 


@ Some members of program com 
mittee should remain following 
ear to give benefit of past 
experience 


© Post mortem should be held im- 
mediately after meeting to 
analyze results as guide for 


next vear. 


@ Continuous movies not as good 
as one-day session for films 
with introductions bv film pro 


duc eTs 


@ Convention should |} under 


single control 


@ Association members should not 


have routine duties 


¢ Aim should be to get copies of 


speec hes long in advance 


®@ Many short talks are better than 


few lengthy ones 


To aid exhibitors to get more 


pact these suggestions were offered 


e ( ompanies whose produc ts will 
be mentioned on program 
should be notified in advance 


® Booth numbers of  exhibitin 
companies whose products are 
involved with talks should be 
noted in abstracts of talks, and 
abstracts should be sent to ex 


hibitors in advance 


@ Printed programs should be sent 
to exhibitors earl 
© Scientific exhibits should be 
separated from commercial ex 
hibits. (Doctors prefer it 
Exhibitors at the joint meeting out 
lined their problems to convention 


managers in an effort to make futur 
shows more effective for both ex 
hibitors and physicians. An outline 
was presente d of how exhibitors select 
shows so that show managers might 
know why their shows are pic ked on 
turned down Here are the points 
most companies in lude in their evalu 
ation of a vear how participation 
program 


1. Budget: This often determines 
how manv shows in which a company 
can exhibit 

2. Population: Companies compare 
how man ph sicians there are in the 
area covered by the show with how 
manv attended last show 


) 


3. Specialty: | 


; ercentage of particu 
lar medical specialty that attends a 
show is important to company whose 


product is used most by the spec ialist 


4. Location: A company may want 
extra emphasis ina partic ular market 
area and its decision to exhibit can be 


influenced on this need—or lack of it 
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MARCH 


we, 


1960 


A 
traveler 
fares royally 
at the 
Royal York 


largest and 
most luxurious hotel 
in Toronto 


100 of the Royal York’s rooms are 
brand-new—in the one-year-old new 
wing, and all 1600 rooms have both 
radio and TV. There's a seven-story 
garage connected to the hotel by pas- 
sageways, and when a guest arrives 
he can park his car and register at the 
same time. 

Meals—in the hotel's dining rooms, 
restaurants, and coffee shop—are 
famous. And thoughtful, truly old- 
world service makes a traveler feel 
roval himself 

For business or pleasure hours, 
there are cocktail lounges in the hotel 
dancing and entertainment nightly 
except Sundays. Toronto sight-seeing 
trips can be easily arranged. 

The Royal York provides luxury 
living in the heart of Toronto... for 
large groups or lone individuals, for 
business conventions or pleasurable 
stopovers. Contact the Manager 
Roval York Hotel, Toronto, Canada 


for information and reservations 


° Gov at ‘ 


AN 


ideal Facilities for 
CONVENTIONS 
MEETINGS 


—— 
a PARTIES 
A| | C |’ BANQUETS 
t 16 function rooms offer 


the city’s finest © 400 “comfortized” cir-conditioned 
accommodations for as rooms — 18 suites — free radio ond running 
many as 1500. W rite ice woter in every room 
PROSPECT AND EAST NINTH for full details or © 2nd Ploer expressly designed fer your 
in the heart of downtown Phone PRospect 1-7200 needs— especially equipped conference and 


Tetetype CV-1tt2 
600 Guest Rooms and Executive Suites dining rooms 
All Public Rooms Air-Conditioned . , @ Main ballroom capacity—Meeting 800—Din- 
Ken Hawthorne, Mng. Dir. ing 600—Junior ballroom & Aztec room 250 
AN ALBERT PICK HOTEL Andy Ginnan, Sales Mer. Closed circuit telecast facilities available 
Drum Room & bar featuring famous cuisine and 
entertainment 


@ ideal iocation in the heart of Kansas City 
6 min. from Union Stotion & Municipal Airport 
KLOEPPEI 1 block from Municipal Auditorium 
+ g Goroge & porking facilities adjocent 


| @ for illustrated brochure write 
| 
| Convention & Cotering Dept 


a Be HOTEL 
CONVENTION Nine ~=HEADQUARTERS President 
IN FABULOUS FLORIDA 14th & Baltimore @ Kansos City, Mo. 
THE FAMOUS FIVE 


KLOEPPEL HOTELS | 135 of the top 500° 


In Florida's First City In Florida's First Resort City cor orations in the nation 
JACKSONVILLE WEST PALM BEACH P 8 


800 Air-Conditioned Rooms 500 Air-Conditioned Rooms meet at THE MORAINE! 


with Free Radio and TV with Free Radio and TV 
GEORGE WASHINGTON GEORGE WASHINGTON 
MAYFLOWER, JEFFERSON PENNSYLVANIA 


. lete Convention * Convention Pianning * Only Minutes to World's 
Facilities "Know-How" Finest Beaches, Golf 

+ Assistonce of Trained . ecial ‘Package Courses ond Historical 
Hotel and Convention anned'' Conventions Points of interest. 
Bureau Personne! made to order. 


KLOEPPEL Phone Elgin 5-881! 


Write or Phone George Washington 
J. Maxwell Myers, Sales Dir HOTELS Jacksonville, Florida 


a friendly, informal resort hotel on Loke 
Michigan, only ‘2 hour from downtown Chi- 
cago hosting 275 group meetings a year 

completely keyed for group functions 


66 as excellent facilities for sales training schools 
= T ANY AIR where peak workloads can be combined 


with pleasure for greatest efficiency no 


big-city noise or distractions to compete with 
TRAVEL PLAN aed ATOP the Miami Airport your program apie, 


* Complete facilities, shops and services within my By, Bagh on 
the hotel and terminal. * No traffic jams 
No taxi fares ; Step off the plane and you 
are there! © 270 centrally air-conditioned, heated 
double soundprocfed rooms with private baths, TV 
and hi-fi radio * ‘‘Top ‘o the Port’ Dining Room 
Sky Lounge for Cocktails. * Meeting Rooms 
and Banquet facilities for small or large groups HIGHLAND PARK, ILL. « IDiewood 2-4444 
Executive Conference Rooms and Presidential 
Suites available. 200 Guest Rooms * 12 Meeting Rooms 
5 Private Dining Rooms 


AIRPORT HOTEL miami 59. FLA BETTY GREEN, soles manager 
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5. Reports: Medical Exhibitors 
Assn. sends out reports to members 
on operation of shows. Reports are 
consensus of MEA members at past 
shows and give insight into what to 
expect 


6. Interest: Type of interest shown 
by physicians at past show influences 
exhibitor 


7. Management: Ability and _ skills 
of show management affect decision 
to exhibit 


$. Employes: What booth attendees 
say about show has bearing on com 
pany s decision to exhibit. 


9%. Ratio: Percentage of total asso- 
clation membership that attends a 
show is significant 


10. Cost: Space rates are included 
in evaluation of exhibit worth 


11. Products: New product avail 


ability influences decision to exhibit 


12. Market: If physic ans In a par 


widespread, abil 
them at one 


ticular specialty are 
ity to reach many of 
show is important. 

Additional facts revealed at this 
first joint meeting between meeting 
planners and exhibitors: 

1. Conventions offer relatively in- 
expensive way to sample since mail 
costs and personal sales expense are 


high 


2. Show managers sometimes have 
problems with sales personnel of non- 
exhibiting companies who attempt to 
“detail” doctors at meetings 


3. Potential exhibitors sometimes 
have difficulty to get into a show to 
“scout” it as a future exhibit oppor- 


tunity 


This with 
cess and another is planned for 1961. 
Big need for it is that medical field 
has more meetings and shows than 
any other industry, and many conven- 
tion planners are not sufficiently 
skilled nor sympathetic to problems 
of exhibitors. @ 


joint meeting met suc- 


“Rabbit” Loses Ears at Meeting 


JERROLD SHEARS EARS to dramatize there is no more need for well- 
known rabbit-ears antenna, at sales meeting which introduced new 
TV receptor. President Milton J. Shapp, Jerrold Electronic Corp., per- 


forms ceremony on Bobbie Robin’s costume ears. 


Receptor slides over 


set power cord and attaches on back of TV, out of sight. Special tuning 
devise allows viewers to bring in picture. 
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“We're meeting in 


PRINCETON 


again this year... 


... it’s secluded, relax- 
ing, close to New York 
and Philadelphia, 


and it has the 


Nassau Inn’ 


HAT's the consensus of a 

growing number of confer- 

ees, in groups of 10 to 200, 
who have had meetings at the 
Nassau Inn. And for good reason, 
too. All facilities and services for 
ideal 


of one planner, 


meetings are, in a word 

In the words 
We especially were pleased with 
the meeting-room facilities and 
with the private dining rooms you 
made available to us. The food and 
service was of the highest quality 
This was our first visit to the Nas- 
sau Inn I can assure you that it 
will not be our last.” 

Write 
py of our Conference Check 


or phone now for your 
free cx 
List (a most helpful document in 
any event) and complete informa 
tion on meeting and banquet facil- 
ntact George Washko, 
WaAlnut 1-7500 


NASSAU 
INN 


ON PALMER SQUARE 


ities. Cx 


Manager 


PRINCETON *N.J. 
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DURING BREAK in session at Effective Speech Seminar, Paul Mills discusses voice pitch 
with one of 25 attendees. Each attendee records his voice before and after training 


Union Bag Trains Its ‘Voice’ 


How does your company sound to Speech Seminars to help its employes three full-day sessions for its “inside’ 


project the company’s “sound.” sales people. Twenty-five people at 
Union Bag-Camp Paper ( orp As part of its Effective Communica- tend each session. Attendees are as 
thinks it ought to sound warm, clear tions Program “to upgrade written and signed by their department heads. Aim 
ind enthusiastic. And it has Effective verbal skills.” Union Bag 


your customers and prospec ts’ 


created is to have those who have voice con 


AUDIENCE is involved by Bernie Roberts and Paul Mills to show practical use of voice techniques. 
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MARCH 


INCOMPARABLE 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations —excellent transportation accessibility 
* Flexible meeting and display space arrangements 
%, Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
% Guest rooms with modern decor. T.V. *% All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


DINKLER PLAZA...ATLANTA, GA. 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


DINKLER-JEFFERSON DAVIS...MONTGOMERY, ALA. 


Meeting capacities 15 to 350 
Banquets, to 275 
Dances to 300 

Guest Rooms 250 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 


Meeting capacities 40to400 nt 
Banquets to 350 a on 


Dances to 300 


~ Guest Rooms 400 


THE TRUE STANDARD 
OF FINE INNKEEPING onl 


DINKLER | 
HOTELS 


CARLING DINKLER CARLING DINKLER Jr. 
President Exec. V. P. 


FOR INFORMATION OR RESERVATIONS 


NEW YORK: MUrray Hill 8-0123 © WASHINGTON: EXecutive 3-6481 
CHICAGO: MOhawk 4.5100 « DETROIT: WOodward 2-2700 
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tact with the “outside” talk more ef- 
fectively. These people include market 
research personnel, credit department 
people, sales promotion personnel, 
sales correspondents and packaging 
specialists 

Eight-hour session on speech was 
conducted in Union Bag’s own meet- 
ing room at its offices in New York 
City. Seminar was produced by Sales 
Power, New York City. Paul Mills 
and Bernard Roberts, principals of 
Sales Power, gave Union Bag people 
a new experience. 

At the seminar’s opening, speaking 
voices of those in the audience were 


recorded. (This was the “before” to 
be compared with voices after train- 
ing.) 

Audience participation was fea- 
tured in almost every step of the 
program to develop good speech 
habits. “We don’t attempt to break 
bad habits. It’s too difficult, espe- 
cially in one day,” says Mills. “What 
we do instead is to instill good habits 
to replace bad ones. Eventually the 
bad habits disappear through disuse.” 

First idea that Mills and Roberts 
offer the seminar group concerns im- 
portance of word sounds to convey 


meaning. Same words can have many 


i Hotel Claremont has 
{ the most convention space 
\, west of the Mississippi? 


60,000 SQUARE FEET 
OF EXHIBIT SPACE 


Make the Claremont headquarters 
for your next convention, sales meet- 
ing, conference, professional sem- 
inar, new product introduction or 
exhibition. It’s the liveliest resort 
hotel in the West. 


22-acre garden setting. 
Overlooking San Francisco Bay 
Banquet service for 4,000 


Call, write or wire 
for full information 


Hove ae 


Oakland/ Berkeley, California 
THornwall 3-3720 Teletype OA 520 


“GROWINGEST” HOTEL, TOO: 
NOW MORE THAN 30 MEETING 
AND CONFERENCE ROOMS 
AVAILABLE—AND WE'RE STILL 
ADDING MORE! 


Murray Lehr, managing director 
Victor Roberts, resident manager 


in San Francisco: HOTEL CANTERBURY, 
Willard Rutzen, manager 
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meanings, depending on intonation 
and melody in your voice. Examples 
were given, such as sentence: “May 
I see you tomorrow at six?” By put- 
ting emphasis on word “see,” you ask 
for a yes or no answer. However, it 
vou put emphasis on the word “six” 
May I see you tomorrow at six?) 
you assume “yes” and merely ask for 
confirmation of the time 

Speech was likened to a musical 
instrument. Good speaking voice, 
seminar learned, uses deep tones. Vio- 
lin with its high tones and small cavity 
wus compared with a cello with its 
deep rich tones and greater resonance 

Audience tested every idea pre 
sented. Mills and Roberts went around 
the room to have members of the 
audience try to make their 
more pleasant by holding and stretch- 
ing voiced 


words 
sounds For instance, 
when you say “warm” and hold the 
“m” sound you convey the idea of 
warmth with more conviction. There's 
more ease in the word “ease” when 
you hold and stretch the end of the 
word 


Lip movements create worth of a 
word, Union Bag people learned 
Most people muffle sounds by not 
moving their lips when they speak 
To get the audience to use greater 
lip movement and to reduce pitch of 
the voice (lower tones are more pleas 
ant to a listener's ear), Mills suggested 
whispers 

Audience discovered that to talk 
in a whisper and be heard, you have 
to exaggerate lip movements. And 
when vou talk in 
throat is more relaxed and you get 
lower tones 


aw hisper, vour 


Thus, the big “secret” 
of speaking well emerged: Develop 
a speaking voice based on a whisper 
with its lip movements and lower 
tones Audience tried this technique 
and everyone was delighted that it 
worked with 
everything presented—audience could 
try it out to its own satisfaction 
“People tend to talk too fast,” Mills 
explains. “When you make lip move 
ments, you slow down. This makes 
your speech clearer and your slower 


(This was the case 


rate allows you to use better language 
~vyou have time to think.” 

select 
someone known to talk too fast. “Peo- 
ple who talk too fast don’t make clear 
sounds,” Mills points out So with the 
man selected from the audience, Mills 
demonstrated how the subject's voice 
improved with a 
speech 


Audience was allowed to 


slower rate of 


Not only do many people fail to 
move their lips, they have lazy 
tongues as well, Roberts told Union 
Bag seminar. “The lazy tongue lies 
flat in the mouth.” This adds to voice 
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3 Solid Reasons Why 


YOUR MEETINGS WILL BE 
MORE PRODUCTIVE AT 


The Key Biscayne 
Hotels and Villas 


1. LOCATION: Although 18 minutes from the 
heart of Miami over the famous Rickenbacker 
Causeway, the seclusion of “che Key Biscayne 
and its many self-contained diversions assure 
unusually high attendance at all meetings. An 
Island Paradise flanked on one side by beautiful 
Biscayne Bay,on the other by the broad Atlantic. 


2. FACILITIES: Ideal meeting rooms and Send for FREE four-color brochure which answers 
modern equipment; Superb food in charming all your questions. Simply write Dept. S. 
dining rooms; World's finest Pitch ’n Putt golf 

course; 9-hole golf course on the island; 2 rt 
swimming pools; tennis courts; 2% miles of Pp 


ocean beach; Hotel and Villas air-conditioned, a Va Yc UY (EC Bi SUM 


heated, beautifully appointed. v/ 


3. PERSONNEL: Our staff is widely known =e 
for its experienced and capable planning and 
handling of groups from 25 to 250 persons. 701 OCEAN DRIVE « MIAMI 49, FLORIDA 


HOTEL AND VILLAS 


NATIONALLY REPRESENTED BY ROBERT F WARNER, INC. —NEW YORK © CHICAGO * WASHINGTON © BOSTON © TORONTO, CANADA 


Euilt 


JoHN MARSHALL 


Spacious . . . complete, and in 
the middle of things, Hotel John 
Marshall offers an ideal, in-city 
convention site, close to business 
and entertainment. Five hun- 
dred private rooms with private 
bath, 1,000 capacity Virginia 
Room; and 500 capacity Roof 
Garden make the Hotel John 
Marshall your best in-town bet 
for convention success. Rates 
from $6.00. 


CHAMBERLIN HOTEL 


Old Point Comfort—Fort Monroe, Virginia 
Magnificence beside the sea .. . away from it all yet convenient to Norfolk 
and Richmond. The Chamberlin Hotel offers special convention features! 
Indoor and outdoor heated pools; 300 spacious rooms; excellent foods, tap 
room, dancing. There is no more modern hotel on Virginia’s Eastern 
Coast ... nor one more reasonable. Rates from $6.00. 


For reservations and information contact 
Christian Munt—Director of Sales 
Richmond Hotels, Inc. Richmond, Va. 
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lowa’'s Finest... 


* Now lowa’s Largest 


HOTEL’ 
SAVERY 


IN DES MOINES 


favorite of convention 
planners everywhere 
* 3 large ballrooms 
8 other meeting room 


¥ 425 guest 
rooms. free 
radio and TV 
Air conditionea 
rooms 
available 


Fine food 
experienced 
catering 
service 


Closed 
circuit TV 


Accomplish Your Convention Objectives at same 
Florida’s Most Complete Resort naring. 


? biocks to 
LOCCL Lecter HOTEL and CLUB 


Veterans 
Every convention has its objectives . . . to bolster morale, conduct business 


Auditoriun 
You'll feel at 
and project policy, and serve as an incentive or award for accomplishment. 


home at the 
SAVERY 
a friendly 
BOSS hote! 

: PAUL E. LEFTON 
Whatever your objective, Boca Raton Hotel and Club is the perfect site on Mor 
for it offers every attraction to keep your people happy on the premises. 
Groups of any number up to 700 can be accommodated. 


MEETING ROOMS of every size, exhibit facilities, theatre with huge stage 
and screen, public-address equipment, projectors, air conditioning, expert 
convention staff ... all you need to assure top efficiency and comfort 
while conducting your staff or business meetings. 


FOR RELAXING. Slammin’ Sam Snead is your winter host pro at our beautiful 
18 hole golf course. A 9 hole pitch ’n putt course is a big favorite too, 
along with our four new tennis courts, two olympic swimming pools, 
Cabana Club and a mile-long private beach. Gulf Stream fishing is but 
minutes away. 


SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly pampers your members . . . makes off-premises 
attractions unattractive by comparison. Limousine pick-up service from 
Palm Beach, Ft. Lauderdale and Miami airports is easily arranged 


e “Ss 
UNHURRIED, 1 

Conferences—large or small—are always 
more profitable in the relaxed atmosphere 
of The Manor's 409° acre mountaintop 
estate. Our New Terrace Wing offers the 
finest in modern facilities. New Terrace 
Ballroom and Auditorium, additional con 
ference rooms, Terrace Cocktail Lounge, 
complete banquet facilities. New indoor 
outdoor Swimming Pool. 18 hole Champion 


ship Golf Course. Every sport in season 
Finest accommodations, delicious meals 


For available dates: |. N. Parrish, Convention Manager, Dept. 23 
BOCA RATON HOTEL and CLUB © Boca Raton, Florida 


Arvida Hotels, Inc., 
National Representative: ROBERT F. WARNER, Inc. 
Offices in New York, Chicago, Washington, Boston. Toronto 


PORTLAND, OREGON’S NEW 38,000,000 


MEMORIAL COLISEUM 


OPENING NOVEMBER, 1960 
@ 5 minutes from city center tintin tadtiians - lal ‘. 


@ 8 air conditioned meeting rooms Facilities Folder = 
seating from 120 to 1,200 Saaee Vere 
HTT od @ Ajr conditioned arena seats 12,000 


—_-- ** Banquet facilities for 2,000 
Gu , © Exhibit space 130,000 square feet 


FOR AVAILABLE DATES, CONTACT 


15 ft. ceiling, 18 ft. doorway 
@ Parking for 2,500 cars 


Memorial Coliseum + Portland 17, Ore. 


DON JEWELL, Manacern 


POCONO MANOR 
NB 


Pocono Manor, Pa. 
Glenn W. Kissel, Manager « Betty J. Evans, Sales Mgr 
‘ John M. Crandall, VP. Gen. Mgr 
Phone (Mt. Pocono) TErminal 9-3611 
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monotony and is a block to clarity rte te Ieee ae a se a) ee 

While morning periods were taken oT ae wera a | 4 
up with theory which could be prac In NEW YORK CITY 
ticed), afternoon sessions constituted ‘ peat 
a clinic. Union Bag people role- 
played speech situations they en 
counter each day. A role-play situa 
tion was recorded, and later the same 
person involved recorded it again 
when newly-learned techniques were 
applied 

Three steps were used. First some 
one from the audience had his voice 
recorded. Next this same person was 
recorded as he or she spoke in a 
whispered tone (to “unfreeze” the 
voice). Next the person bent his ear 
to aid him to talk more softly 

Ear bending was a technique intro 
duced so that members of the audi 
ence could get an insight into how 
their voices sound to others. When 
you bend your ear forward and h ud 
against vour head, and then speak 
vou hear vourself as others hear vou 
Generally, you speak too loud. B 


bending your ear, vou can adjust vour 


[ 


IBM| EASTERN .*.!. 


volume and make vour voice mor 
pleasant. This experiment works, the 
audience soon discovered 

Neither Mills nor Roberts ever criti . 
cised anv effort from the audience H — 
The \ alw ivs called on those in at or ervice 
tendance to discuss individual talks 


thet were recorded. “We merely ash Beyond the Call 


the audience to compare voices before 


Honored by great organizations ol 


and after applving good techniques 


explains Mills. Self-criticism from the of Dut y 


audience is most effective Evervone 
can hear changes that are brought : . , 
about “right before their eves @ Personalized attention: Your first contact at Henry Hudson 
Effex tive Speech Seminar worked becomes your group's very own aide de camp, to guide you through 
4 a“ i , hk { oc = “ “ 
‘ your stay at the Henry Hudson, to take care of everything 
on problems that are common to 4 ; 4 . 
many. For instance, how do vou ovet e Choice location —steps from the Coliseum, a short walk 
, e SS : ad “it 
come uh uh uh 4 Many people in to Times quae, Rac io Ci y 


sert an “uh” after every few words e Complete Facilities for groups of 10 —1,000, with largest 


Instead of concentrating on the “uhs banquet-meeting space of any hotel in the ¢ oliscum zone 
Mills and Roberts suggest two other @ 1200 choice guest rooms: your group can sfay fogether when 
habits to cultivate One: lock di you hold your function at the Henry Hudson 
rectly at the person to whom vou 
are speaking; keep constant eve con | | 
tact. Two: pause when vou have to R L] DSO 
find words. Even long pauses are not EN ¥ 
bad when you have eye contact 
“Don't fear silence,” says Mills. These 2 353 West 57th Street, 
two procedures eve contact and TEL New York City 
pauses — work to eliminate “uhs.” 
“Another advantage of eve con 
tact,” Roberts points out, “is that it 
keeps vou on the track. Your con 
versation doesn’t wander when vou 
look directly at someone. (It usually 


| } ; 1th Available to ovr guests: The 
does when your eyes s iift around the newest, most modern Vic Tanny’s 
Private Gym and Health Club 
Union Bag is pleased with Effec Swimming pool, men's and 
? 

tive Speech Seminars because em eS ae are 
rooms, massage facilities all lo- 

ployes hear improvement in their own cated on premises. For details 
voices before they leave the meeting and special group rates, direct in- 
room. This gives them an incentive quiries to: Mr. Frank W. Berkman. 


to practice what thev have learned. @ 


room 
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HIS NEEDS are explained by Harry J. Hollywood, Cadillac branch manager. 


CONTEST for “Mis-Classified” is staged by Tribune want ad salesmen. 


Switch: Let Customers 
Tell How to Sell Them 


Chicago Tribune ends up with customers as best experts on how 
want ad salesmen should sell. Newpaper invites five want ad 


users to address department staff of 200. Theme set six goals. 


To increase effectiveness of its an- 
nual sales meeting, Chicago Tribune’s 
classified department this year turned 
the tables on its sales force: A group 
of customers were brought in to dis- 
cuss ways in which the staff could 
sharpen up its sales and service tools 

“During previous meetings and con- 
ventions,” explains Arthur E. Rozene, 
classified advertising manager, “we'd 
put on sales demonstrations, acts and 
sales skits. We hired outside experts 
We had our own staff make talks on 
‘how to do it’ better. Management 
outlined goals and discussed plans 
And we had some very worthwhile 
results. However, since most of these 
meetings were conducted mostly from 
our own point of view, we felt we 
could benefit by securing outside ad 
vice and criticism.” 

Choosing an outside expert, Rozene 
finds, is not an easy task. “After con- 
sidering qualifications of some sales 
experts, you reach the conclusion that 
almost anyone can be an expert and 
be right part of the time,” Rozene 
points out. “Even a clock that is not 
running will invariably show the cor- 
rect time twice each day.” 

After considering several outside 
experts, Rozene reports, the Tribune 
finally decided that some of the best 
and most helpful experts on want 
ads would be found among the pa 
per's own want ad customers 

A group of five executives from 
firms that were frequent users of 
Tribune want ads were invited to. 
participate in the program. Each 
executive represented an advertising 
classification that accounted for a 
large percentage of the Tribune's 
want ad linage during 1959. In- 
cluded were representatives of real 
estate, rental, home building, employ- 
ment and automotive fields. Together, 
these five classifications represented 
84% of the 12,768,000 lines of classi- 
fied advertisements carried by the 
Tribune during 1959 

The executives were invited to par- 
ticipate in the sales meeting; to dis- 
cuss ways in which classified adver 
tisements affected their own particu- 
lar business operations; to cover cur- 
rent market conditions and 1960 pros- 
pects in their field; and to outline 
ways in which the Tribune’s want ad 
staff might improve sales and service 
to them and other customers 

Customers’ presentations were sup- 
plemented by a discussion of 1960 
sales aims established for the Trib- 
une’s want ad staff, which consists of 
over 200 men and women engaged 
in selling and service activities 

These sales goals were reflected in 
the theme of the annual sales meet- 
ing, “6T’s for the 60's.” 
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HE MOST MODERN FUNCTIONAL 
OTEL IN THE SOUTHWEST... 


Designed for 
Onventions 
n Dallas... 


ub of Industry and Finance 
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The new Sheraton-Dalias Hotel is planned and 
staffed to accommodate today’s progressive 
businessman... for conventions, multiple-meetings 
and private groups. The Sheraton Plans Group 
promises you an integrated, smooth-running program, 
whatever your needs may be. Facilities vary in 

size from private function rooms for 10 people to 

the grand ballroom which will accommodate 

more than 2000. 


Se ae ee a A 


oi aka 


HTT] 


mh 


This modern sheath of mosaic beauty also features 
the finest cuisine, prepared by worid-famous chefs. 


Discriminating businessmen have given their hearty 
approval to the Sheraton-Dallas . . . located in 
the heart of Southwestern finance and industry. 


600 Rooms Free parking for registered guests 


TYPICAL FUNCTION ROOMS provide privacy LUXURY GUEST ROOMS hove AM-FM clock THE GRAND BALLROOM —o grand bollroom in its 
ond luxurious furnishings for business meet rodios, ice-making compartments and extra fullest sense seats more thon 2000 at conven 
ings ond parties large closets... many hove built-in TV tions contains facilities for closed circuit TV 


a heralin: Vallis HOTEL 2 


Ne 
TT a 
LOCATED IN EXCLUSIVE SOUTHLAND CENTER...DALLAS AAS 3 


Randal! Davis, General Manager 
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MOST MAJOR EXHIBITORS 


know the extra "'sell" and savings by 


showing in AMERICA's heart-land . . . 


iva ita sae ae. te 
—— 


home of the 


nternationally famous 


SIRLOIN ROOM 


where the steak is born’’ 


Private dining rooms and 
meeting rooms 

Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
private meetings 

Saddle and Sirloin 

Club facilities 


exhibitors and conventioneers know that the 
savings in travel by using Chicago's great 
Amphitheatre . . 
adequate hotel facilities . . . 


. plus the convenience of 
make budgets 
stretch farther and produce more dramatic 
sales results! 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


International 
Amphitheatre 


Chicago . . . the convention city . . . is the 
natural spot for your next meeting. The inter- 
national Amphitheatre hos the facilities to 
accommodate meetings, conventions ond exhi- 
bitions of any size. 
585,000 Sq. Ft. Exhibit Space 
Air Conditioned Arena Seats 13,500 
New Public Address System 
Parking for 7,500 Cars 
Individval Halls 4,000 te 180,000 Sq. Ft. 
15 Minutes from the Loop 
Direct Your Inquiries To 
M. E. Thayer, General Manager 
Many Smaller Rooms 
Avoilable . .. 


Adjoining Nationally 
Famous Restovronts 


Adjoining the Amphitheatre . . . 


Stock Yard Inn 


A charming atmosphere housing some of the world’s 
most famous restovrants. Complete facilities for soles 
meetings, bonqvets ond speciol dinners for groups of 
25 to 800. It will pay you to write for literoture, 
plots ond bonquet menvs. 
Direct Inquiries te 
Mr. Robert Foss, General Manager 


nternational Amphitheatre 


42nd and Halsted © Chicago 9. illinois 


As explained by Max H. Jones, clas- 
sified sales manager, the 6T’s in 
cluded: 


1. To sell Tribune want ads: Pros 
pect who gives a salesman his time 
does so in the hope that it will be 
worthwhile. He does not expect five 
minutes of small talk. 


2. To serve Tribune readers: If a 
newspaper expects to be the leader, 
it must please the reader—by improv 
ing its content and appearance 


3. To help Tribune advertisers: 
Ideas for more profitable advertising 
copy and layout services, special pro 
motions, market research, and othe 
constructive suggestions are wel 
comed by prospects When a want 
ad salesman stops thinking up new 
wavs to aid advertisers, he stops sel] 


7 
ing 


4. To maintain Tribune leadership: 
When a newspaper has readership, 
maintaining leadership is a matter of 
service and results, two factors that 
depend upon the effectiveness of sales 
efforts 


5. To improve the Tribune's com- 
petitive position: When an organiza 
tion has the leadership in its field 
its sales personnel are constantly in 
the position of having to run faster 
just to keep up with themselves. But 
bevond this, improving your position 
when vou already are the leader in 
your field, requires thinking ahead 
and dreaming ahead for it 
ideas that will pa off 


6. To benefit the Chicago market: 
Everv week in the vear, millions of 
dollars worth of goods and. services 
change hands through want ads in 
Chicago Tribune's columns. Want ad 
columns make an important contribu 
tion to the Chicago marketplace, and 
the market can be improved by in 
creasing the effectiveness of classified. 


advertising 


When customers who were quest 
speakers at the Tribune's sales meet 
ings were asked to come up with sug 
gestions for ways the paper's want ad 
salesmen could achieve these six 
goals, result was a series of five sales 
presentations Thev gave salesmen an 
insight into advertising problems faced 
by firms in different business fields 
At the same time, the sales staff re 
ceived some valuable “how-we-do-it” 
hints for sharpening up their sales 
and service techniques suggestions 
that they'll be able to apply while 
working toward their 1960 sales goals 
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Creative sales efforts that are 
beamed at firms in the employment 
agency field will sell want ads and 
serve newspaper readers, William J 
Sullivan, president, Boulevard Em- 
ployment Agency, told salesmen. 

Sullivan explained why successful 
operation of an employment agency 
is dependent upon the success of its 
classified advertisements. “Nine out 
of 10 job seekers who come to our 
agency are responding to a classified 
ad we've run in your newspaper. And 
many of the jobs that these people 
are seeking also are listed with us as 
a result of our want ads 

“During a tight labor market, such 
as the one Chicago is now experienc- 
ing, greater creativity in want ad 
salesmanship will benefit two classes 
of newspaper readers,” Sullivan said 
“readers who are seeking emploves 
and readers who are job-hunting.” 

[here is only one way a want ad 
salesman can sell space to an employ 
ment agency today — that is by offer 
ing service and passing along ideas 
that can be used to bring in more 
prospects, Sullivan said. “The poor 
salesman generally will show up in 
our office 10 minutes before ad dead 
line, when he'll pick up the ads and 
dash out. He'll promise us new ideas 
but never deliver them. He will 
alwavs remain an errand boy an 
order picker and nothing more.” 

How the Chicago market will bene 
fit from intelligent sales efforts based 
on understanding of changinig ,real 
estate patterns was explained by 
William S. Everett, vice-president, 
Browne & Storch, a leading Chicago 
real estate management firm 

For the past 15 years, apartment 
building owners have expected LOO% 
occupancy in their buildings. They 
haven't been in the habit of adver 
tising to fill vacancies. Management 
agencies also resist prolonged ad ex 
penditures because money spent on 
advertising is money out of their 
por kets. These agencies want to keep 
their buildings filled, and to keep 
rents from rising. At the same time, 
real estate management firms and 
owners today are faced with problems 
resulting from changing interest rates 
changing real estate values, and 
changing tastes of consumers 

Want ad salesmen can help solve 
some of these problems by studying 
current real estate problems, and sug 
gesting advertising approaches that 
are tailored to solve each individual 
vacancy problem 

“We know that price advertising in 
real estate doesn’t really get results,” 
“Publication of the 
rental price satisfies the want ad read 
er's curiosity, and frequently keeps 


Everett said 
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MANNEQUINS BY BERTELL 
SELL FALCONS BY FORD 


Sound, motion, color, and dimension in compact dis- 
play units dramatize hottest of the new compact cars. 


The first job of an effective display is to attract attention. But its 
most important job is to make some telling point that prompts a viewer 
to take action — usually to buy some product or service 

For the Ford Falcon Promotion we have built several compact display 
units that are proving just how effective this medium can be when 
maginatively created to achieve maximum selling results 

Stereophonic sound, full color transparencies, action, and three 
dimensional construction will certainly attract attention. But the selling 
point is the result of careful integration of these elements to get acros: 
the Faicon sales story with impact. 

In these compact displays, mannequins with life-like rubberized face 
have moving lips synchronized with sound coming from separate speaker: 


qT , , , 
ihe heads turn toward each other, the aucience, and the special features 


f the new Falcon shown in the transparencies as the mannequins an 
matedly run through a minute and one-half script putting across Ford's 
ales message. 

Effective display? We think so. And the new Fo 
selling compact car on the road! 

When you hove a selling problem that dimensio 
solve, why not call Bertell, Inc.? If 
distance. 


VO r ist 
yOu re Ol 


BERTELL, INC. 


40 EAST 49h STREET, NEW YORK 17.N.Y.+ PLaza 9-6122 


a 
ast’ s Greatest 


TO BETTER CONVENTIONS ENTION 


- STIMULATING MEETINGS. 0 $ 


il fy . | Ye J Wi pra 
GOWEN  ilptcasi ig 
; HOTEL 


which seats 1500); resort atmosphere with 
in-town convenience; superlative food in a 
choice of restaurants; free in-and-out park- 
@ MEETING SPACE ing; year around air-conditioned—all with 


: d business-budgeted European plan rates 
Our new Convention Hall is 


igned to acc date groups 
of 10 to 1600. Nine meetings 
can be held simultaneously. 
Fully equipped with every conventions, etc., any time of the year meeting place Py. 
modern convention facility. 


© PERSONALIZED SERVICE ence or a convention 


Our staff includes convention . 
e , , public relations men, Westwa rd Completely air-¢ snaisioned —-opactous 


sccretaries, photographers, ballrooms, 11 additional meeting rooms, 

d-the-clock servi Hi PHOENIX, attractive dining facilities. Capacity 20 

¢ ACCOMMODATIONS ARIZONA to 1200. Write for complete convention 
Largest resort in the worid! iafecunstion. 


500 luxurious rooms, all cir REPRESENTED SY — Glen W. Fawcett, Inc., * é 

conditioned, including hotel, Los Angeles, San Francisco, Seattle, Portland, Delias the Willard, ashington, D.C, 
motel, cpartments and villas. Robert F. Werner, lac., New York, "The Residence of Presidents 

Huge private beach, 2 pools, Chicago, Boston, Washington, D. C. and Toronto 14th Street & Pennsylvania Avenue, N.W. 


Telephone: NAtional 84420 « Teletype WA732 
tennis, dancing and entertainment 


Great for Groups—the Southwest's most 
complete facilities for group meetings, Washington’s most convenient 


HOTEL with every modern facility for a confer- 


For full details and convention brochure, write 


= = 


William 4. Hines, General Manager 


Z 


ye 
WA | feuse pe a ANWw ian 
20 acres on the Ocean at 194th St. well , ~~ me a ei _ 


MIAMI BEACH 54, FLORIDA 


Convention headquarters in the heart of Dixie accom 

modating groups from ten to six hundred 

All air conditioned sleeping rooms and function rooms 
SOUTHERN STYLE 


Write for Rates and Brochure to 


THE MAXWELL HOUSE 
Fourth and Church Streets Phone Alpine 5-2112 
NASHVILLE, TENNESSEE 


POLAND SPRING RESORT 


Serving CONVENTIONS Half a Century 


STICK-ON BADGES MAINE'S FAMOUS SPA 


For MEETINGS and Easy to reach by TURNPIKE, Train or Plane 
Ig nnage yp POLAND SPRING HOUSE and MANSION HOUSE 
ame Badges, stick on any Gar- ~ 

ment. No pins or buttons. Accommodations for up to 500 

ONLY 5c Each Known for good food and fine beverages. 
Complete business and recreational facilities. 


KEN MORRISON — Write for DATES and colorful literature. 


1000 lots . . . less 6¢ each Groups Invited May Through October. d 

3 inch Circle, Square or P i - 

Triangle. 10 day service, You'll get a “KICK” out of 
Send copy. Guaranteed. ‘ 


our gay-ninety decor and 
FREE SAMPLES — Glad to send them nostalgic Handle-BAR Room 
Order from Frank D. Jackson, 


JACK-BILT, oS 3 pee We SSeS Poland Spring Hotels, Poland Spring, Maine . . . Home of Poland Water 
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Portrait of Productive Salesman 


These are the characteristics of most productive real estate salesmen 
as outlined at Chicago Tribune’s sales meeting by John Hall, vice-presi- 


dent, Baird & Warner: 


1. They have integrity. Buyers find they can depend upon the salesmen. 


2. They have knowledge of their product. They get this knowledge 
by reading, studying and listening to experts. 


3. They possess curiosity — and seek to satisfy it. 


4. They have answers to consumer questions. And when they don't 
know answers, they promise to secure information and bring it back 
to the prospect. Then leave the door open for a second call. 


5. They give good service to customers — so good that one of our 
top salesmen discovered that 80°% of his sales today are to persons who 
were referred to him by previous customers. 


6. They are friendly, pleasant and sincere. They possess enthusiasm 


and a contagious smile. 


7. They look successful; they dress neatly and drive a clean car; and 
they always try to remember that “a green salesman is better than a 


but. 


8. They never argue with customers. They learn how to say “yes. 


9. They possess a sense of humor, but keep it in good taste. 


10. They are creative. They use their imaginations. 


11. They speak well of their company, their products and their com- 


petitors. 


12. They are well mannered — courteous to every one. 
13. They treat their work as a challenge — not as a chore. 
14. They make a lot of contacts, living by the slogan “to make con- 


tracts, make contacts.” 


15. They believe in the power of advertising 


him from becoming a prospect. This 
is true don't 
know what they want or how much 
they can afford to pay. They won't 
admit what they're looking for until 
we show it to them 

“If vou could help us show it to 
them through our advertising, we'd 
save a considerable amount of time 
and could increase the efficiency of 
our operation ‘ 

One way 
help their 
through 
standards of 


because most renters 


want ad salesmen can 
advertising customers is 
which will 
honesty, 


counsel raise 
according to 
Clifford Kreuger, president, Home- 
finders, Inc., Chicago area real estate 
firm. Want ad salesmen can upgrade 
the level of their clients’ advertising 
and salesmanship by helping them to 
“tell the truth attractively — as com 
pletely and honestly as possible 
“Salesmen must help prospects 
buy,” Kreuger told the want ad staff 
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“If a salesman doesn't help people 
buy, he is failing in his responsibility 
to prospec ts, who contact him because 
thev want to buy.” 


& In order to help the 
maintain its leadership, want ad sales- 
men must develop better ways to help 
the automotive dealer sell the 80% of 
useful life that is left in a used car, 
Harry J Hollywood, 
branch manager, Cadillac 
Division, General Motors Corp 

“Our new cars are manufactured 
by Cadillac,” Hollywood explained 
“but the used cars are manufactured 


newspapet 


according to 


Chicago 


the original buvers 
who use up 10% to 20% of the car 


by constmers 


then trade it in to us 

to build and 
sell a better new car, by erasing faults 
of last vear’s model. Then, when the 
trade-in’s show up, we have to devise 
ways of peddling a car that’s not as 


“Every vear we try 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
¢ 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 © 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 
OUTDOORS 
27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails ¢ 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 


BEING MADE FOR 1960 
TO 1964. 


For information write or call 
Howard F. Dugan, In 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 


Swim- 


oar 
inne Burgess nvention Secretary 
- 

Clifford R. Gillam, General Manager 


GRAND BALLROOM 
meeting capacity 1000 
lift from 


street for automobiles or 


air conditioned 


heavy equipment 


COLONIAL BALLROOM 
meeting capacity 500 


IN ADDITION 
Dining and Meeting Rooms 


22 private 


accommodating 20 to 
200 guests 

FIVE DISTINCTIVE 
PUBLIC DINING ROOMS 


8 Minutes 
to Airport 


10 Minutes 
to Rail Depot 


RAGE 
MUNICIPAL 
AUDITORIUM. 


Protel NM 
ond MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Barney L. Allis, President 
M. F. Landon, Sales Manager 


TELETYPE KC 530 


uehlebach | 


good as the ones coming off the 
production lines today,” Hollywood 
said. “These cars are cold; and we 
need advice on how to warm them up 
through want ads.” 

To accomplish the six sales goals 
outlined for the Tribune’s want ad 
sales staff in 1960, John Hall, vice- 
president, Baird & Warner, urged 
Tribune admen to become good sales 
men. He reminded the staff that a 
salesman mav work for the largest, 
best known, and most reliable com 
pany in its field and still not be a 
good salesman. In outlining the quali 


ties that make for good classified ad 
salesmanship, Hall reviewed the 
characteristics possessed by the most 
productive real estate salesmen on 
Baird & Warner's 137-man sales staff 

The sales meeting was followed by 
a cocktail hour and dinner, attended 
by more than 200 saleg and service 
representatives of the classified adver- 
tising department. After dinner enter 
tainment consisted of a “Mis-Classi- 
fied” contest to select the “queen of 
the department” from among sales- 
men who dressed in female garb and 
displaved their talents. 


How to Explain Ad Program 


Book on creative advertising has chapter on how to present ad 


plans to salesmen. Suggests that instead of charts and reader- 


ship figures, you talk shop; explain concept and the “whys”. 


Many 
wrong track when they try to explain 
advertising to their salesmen 

In his small but challenging book 
“Management and Creative Advertis 
ing,” John Belknap } 


explains wh 
salesmen don't understand or appre 


sales executives are on the 


ciate most ad presentations at meet 
ings and how the subject should be 
handled 

Belknap, a Canadian with 25 vears 
of creative writing and art experience 
savs that salesmen don't understand 
and shouldn't have anvthing to do 
“First of all 


men are not trained advertising men 


with ad creation sales 
Secondly, by temperament, they work 
for the morrow and don’t worr 
too much about the dav after tomor 
row.” 

You can learn a great deal from 
your salesmen to help sharpen vour 
ad efforts, Belknap savs, “and at the 
same time we can explain a good deal 
to them that makes them do a better 
job of selling their own advertising.” 

He believes 


down to their salesmen at meetings 


most advertisers talk 


“Instead of simply presenting the ad 
vertising with charts, coverage, mar 
ket figures and astronomical readers 
per copy,” he suggests vou talk ad 
vertising shop He cites an exampk 
of how this works at a meeting 
“We began with brand image 
what it was, what we were trving t 
From there we were 


able to explain why the ads and pack. 


achieve and why 
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ages looked the way thev did. We 
then explained why they would have 
old-line 
dealers would complain that packages 


some bad dealer reactions 
didn't look the way thev used to, or 
thev'd argue that ours didn't conform 
to patterns set by competitors.’ 

Next step, Be Iknap points out, is to 
explain why they didn't want pack 
ages to look like competitors’ pack 
ages and that salesmen could assume 
that dealers didn’t know anvthing 
about the subject. “This is a strong 
statement but basically true. The av 
erage dealer cannot judge a package 
except in relation to something he’s 
seen. He's not in the packaging busi 
ness, he’s not a trained designer and 
he may possibly have a lopsided idea 
of the aims of vour company or the 
character vou are trving to build.” 

While a dealer's opinion is good to | 


have when vou develop advertising 


and packaging, he can't be expected 


_ to know too much about the subject 


savs Belknap 

“Once this concept is explained to 
the salesman he will take the dealer's 
criticisms on advertising and pac kag- 
ing in full stride. He is 


set, because he 


no longer up 
knows what's going 
on And in most cases he cath ind will 
explain the matter to the dealers, thus 
winning himself.” 


“Management and Creative Adver 


more respect for 
tising” is distributed by 
Publishing Co., In 
8? @ 


laplinger 
New York City, 
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GROSSINGER'S 


Only 2 hours from New York, in the 
beautiful Catskill Mountains, you'll find 
a blending of natural beauty and 
man-made ingenuity . . . 1000 acres of 
fabulous resort estate, providing 
America’s most versatile setting for 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan 
Holiday. In this pleasant country 
atmosphere you'll enjoy every modern 
facility for the smooth functioning 

of your convention; all the advantages 
of a captive audience, plus an 
unequalled array of Sports, Social and 
Entertainment features. 


The magnificent Indoor Pool 

and Health Club is the largest HAS EVE RYTHING 
in the resort world! — 

There’s the Championship 18-Hole 

Golf Course; Tennis on all-weather . 

courts; Private Riding Academy and 

Bridle Trails; Grossinger Lake for 

Swimming, Boating, Fishing; Hunting 

in season; Outdoor Artificial Skating 

Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; 

always Top-drawer Entertainment and 

Dancing nightly to 2 fine Orchestras. 


The gracious Dining Room 
seats 1400 guests, to enjoy 
Grossinger’s famed cuisine 


There are 25 Meeting Rooms, to seat 

from 10 to 1600 people . . . complete 

with latest ALTEC P. A. equipment, 

Movie and Slide Projectors and Large FOR YOUR CONVENTIONS 
Screens, Tape Recording Facilities, etc. es Heed 
Convention Hall seating 1600 has , Cena “ Te 
40’ x 20’ x 4’ Permanent Stage. ” a ae 


Conveniently reached from all directions 
over 6-lane super highways... and 
by private plane to 

JENNIE GROSSINGER AIRPORT. 


A total of 25,000 square feet 
of Exhibit Space ... 12,500 on 
this one floor! 


FOR COMPLETE DETAILS AND COLOR BROCHURE, 
WRITE OR CALL 


RICHARD B. BRAINE 
DIRECTOR OF SALES 


GROSSINGER’S OFFICE, 221 WEST 57TH ST. 
NEW YORK 19, N. Y. Phone Circle 7-4965 


ALL THE YEAR "ROUND! 


- 
PCODIAMAGLIED ALL SPORTS at ALL SEASONS | | 


ON GROSSINGER LAKE M@QC@lopooO\ LO) 25, 4mm im @ 
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This Business of 


7 


There are all kinds of business 
meetings. But the business of business 
meetings is concerned with meetings 
other than routine. Perhaps Fortune 
magazine’s description of this kind of 
a business meeting might help focus 
the subject: “ . the staging of a 

. Show to a captive group by a 
combination of audio-visual tech- 
niques and personalized commentary, 
the purpose being to sell an idea, a 
product or a service... .” 

Last year, it has been estimated 
that more than $4 billion were spent 
on meetings in the United States. 
Four billion dollars! That’s more than 
three times the amount spent on all 
television advertising annually. 

Best available figures show that 
there were some 89,000 company 
meetings and about 10,000 associa- 
tion meetings held last year. No one 
can even guess how many routine con- 
ferences were held on company prem- 
ises. Growth charts on business meet- 
ings climb higher and higher. In the 
last half-dozen years, expenditures for 
business meetings in this country have 
risen 100%. They are now nearly 
40% as high as the total spent for 
advertising in all media, and their 
rate of growth is faster than adver- 
tising. They may well continue to 
soar to the point where business meet- 
ings are among the most dominant 
items in company marketing budgets. 

Now, as I see it, there are important 
reasons for this overwhelming growth 
of business meetings. Our modern 
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Business Meetings 
ls Big—Mighty Big! 


Industry spends more on meetings than you might guess. 


Maybe it’s about time more thought and planning went 


into meeting media selection and use. Better communica- 


tions is a “must” as our economy grows more complex. 


By NATHAN L. HALPERN 
President, Theatre Network Television, Inc. 


This aricle was prepared as a 
speech for Adcraft Club of Detroit, 
Feb. 26, 1960 


society is characterized by large cor- 
porations, and larger they grow and 
merge, bigger is the problem to com- 
municate needed information to all 
parts of the enterprise. This, of course, 
means more meetings 

Add to this large corporation growth 
enormous outpouring of goods and 
services into our national marketing 
channels. This emphasis on market- 
ing has led to a parallel increase in 
the complexity of communications 
And so, there are more and more 
meetings! 

Out of the intensified need for bet- 
ter communication to the minds of 
men in business has emerged a new 
industry — the business-meeting busi- 
ness. This new industry includes, 
among others, specialists in speech- 
writing, staging, motion picture and 
slide-film production, sound record- 
ing, stage and meeting room decora- 
tion, exhibit building convention plan- 
ning and — as in the case of our com 
pany — closed-circuit television. 

Considering its importance to busi- 
ness and industry, I believe the time 
has come to recognize business meet- 
ings as separate communications—and 
I suggest that they might well be 
called the “meeting media.” They are 


important media in their own right 
for reaching private groups, and 
should no longer be lumped with 
other media primarily designed to 
reach the public. “Meeting media” 
have a whole private world of won- 
derful communications techniques for 
modern business. Surely, services and 
facilities on which $4 billion or more 
are spent annually deserve a separate 
and special place in the business 
world. 

Effects of meeting media on Ameri- 
can business already are far-reaching. 
For example, let’s take the basic area 
of speech-making. Although this is 
the age of data processing machines— 
nobody has invented a speech proc- 
essing machine—not yet, that is. Not 
that there haven't been efforts in that 
direction! There are ghost writing 
agencies which grind out hundreds of 
orations a year at prices up to $1,000 
a copy. And a company publishes 
booklets of canned speeches mod- 
erately priced at $4 to $20, tailors 
speeches at higher prices, and claims 
100,000 contented customers 

The talk itself is only part of the 
focus today on an improved art of 
communicating. Gamut of audio-vis- 
ual devices recorders, prompters, 
flannel boards, blackboards, written 
handouts, flip charts, slides, filmstrips, 
special lighting — all this has become 
a part of modern speech-making 

The speech often is vitalized not 
only by mechanical devices, but by 
showmanship techniques. All these 
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SALES MANAGERS! AD AGENCIES! 
CONVENTION MANAGERS! worn your 


convention problems over to Manpower, Inc. 


No matter where you exhibit, there’s 
a friendly Manpower, Inc. branch 
office to serve you. We pay all taxes, 
salaries, and insurance. You receive 


FREE Helpful Booklet 


“100 Suggestions for Con- 
vention and Trade Show 
Exhibitors” 


Write on your letterhead or 
call any Manpower, Inc. Office 
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one bill for total hours worked. 


manpower, 


listed below. 


826 N. Plankinton Avenue 
Milwaukee, Wisconsin 


OVER 175 OFFICES IN THE U.S., CANADA, MEXICO AND EUROPE 
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rolled into one become something 
called “The Presentation,” which may 
very well be “the dominant form of 
business communication.” 

Speech aids, of course, depend 
finally on the speaker himself for 
effect. Recognizing this, many com- 
panies now are conducting courses in 
effective presentation. We know that 
business executives cannot all be sil- 
ver-tongued orators. But we have 
noted in closed-circuit experience 
that every management executive has 
personality characteristics which, prop- 
erly projected, can make him effec- 
tive in communicating his message 


Art of coaching is te guide him in 
presenting his message in his manner 
Problem is to get him in the frame 
of mind to be himself—and project his 
personality. 

Another 
has made 


meeting medium which 
a sizable contribution to 
the art of business communication is 
the motion picture. It is estimated 
that last vear, there were more than 
5,000 business-sponsored films pro- 
duced. When the resources of the 
motion picture are used imaginatively, 
the impact can: be great. 

Among meeting media is 
also the traveling show 


major 
This can be 


MOTOR HOTEL 


The Year 'Round Conventionland in a suburban setting 
guarantees a captive audience. Diversified “on-site” activi- 
ties for everybody insures better attendance for your entire 
program. Within easy access of Chicago and all transporta- 
tion. Five all-purpose meeting rooms feature the finest 
sound, lighting and stage equipment. Recreational facilities 


SKOKIE ROOM FITS 
ANY TYPE EXH SIT 


Free parking for 500 cars... 
heliport for busy executives. 
Send for details and brochure 
to: Pat Miller, General Man- 
ager, P. O. Box 567, Highland 
Park, Illinois. 


Dr 


Willa .Mederne 


Highland Park, Illinois 


include heated indoor pool with 
solarium, outdoor summer pool, 
winter ice skating, summer theater, 
golf, bowling and nearby shopping 
centers. Restaurant, cocktail 
lounge and banquet service. Group 
rates by request. 


SUMMIT ROOM FOR TOP-LEVEL MEETINGS 


THE VILLA MODERNE MOTOR HOTEL 


Edens Expressway at Lake-Cook Road + Highland Park, Illinois 


small or large, and carries the excite- 
ment of personal appearance. It may 
be management traveling or, increas- 
ingly, there have been calls on tal- 
ented and experienced show-wise peo- 
ple. 

It is estimated that the auto indus- 
try alone spent $6 million on stage 
productions in a single recent year to 
introduce new models. Exciting though 
it is, it grows more and more difficult 
to top the previous year's show. 

Newest major meeting medium for 
business is closed-circuit television 
First large-screen closed-circuit busi- 
ness telecast took place in December, 
1952. Closed-circuit television spent 
early frustrating years perfecting its 
facilities and program techniques. But 
once it had its chance to aa ex- 
ecutives of weary travel schedules 
while keeping salesmen selling in the . 
field, the medium proved that it could 
sell — it could stimulate the men who 
sell — it could reach everyone impor- 
tant with impact at one time — and — 
it could lower the cost of reaching 
these important people to as little as 
$5 per person 

Now gathering momentum, this live 
medium which spans the country in- 
stantaneously, is the only major new 
business communications force mush- 


We Love To Plan 
A Mid-Week Party 


(SUNDAY-FRIDAY 
OR ANY PORTIONS THEREOF) 


announces a new 


SPECIAL EVENTS 
DEPARTMENT 


to help coordinate the entertain 
ment, athletic, and partying facil 
ities for your group affair, sales 
meeting or business conference. 
9 Hole Championship Golf Course 
* Indoor Pool - 2 Outdoor Pools - 
Twin Lakes + 7 Public and Private 
Banquet rooms «+ Peerless Facili- 
ties at Special Group Rates. 


NSVELE 


ELLENVILLE. NEW YORK 
Direct Wire: WI 7-9745 
Hotel Tel: Ellenville 2100 
N.Y. Tel: TR 3-3011 
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rooming in the atomic age. (And if 
I need explain our company’s explo- 
sive trade initials — it’s het even the 
force of atomic power is measured in 
megatons of TNT.) 

Just a few weeks ago, our com- 
pany conducted a cross-country closed- 
circuit, in which we traveled elec- 
tronically from city to city 51 times 
in one hour, a fantastic ability for peo- 
- at meetings throughout this great 
and to communicate with one an- 
other, as well as with the President 
of the United States who was part 
of the program. 

Automotive industry has been a 
prime mover in closed-circuit tele- 
vision. In the past several years, there 
have been 27 closed-circuit network 
telecasts for auto companies. Only a 
few days ago, there was another suc- 
cessful telecast to Pontiac dealers 
across the country. Pontiac has scl.ed- 
uled regularly for the past two years 
simultaneous sales stimulation meet- 
ings by closed-circuit in the fall, a 
few days before public introduction 
of the new model, and in mid-winter 
Obviously, closed-circuit is no longer 
a novelty in this area — it’s an estab- 
lished, proven meeting medium 

In the recent period of spectacular 
growth enjoyed by meeting media, 


New Wallop to Presentations! 
SHARP, BRILLIANT COLOR, REAR-PROJECTION 


Spectaculart slide presentations use higher watt- 


age — up to 10,000 watts — to produce intensely 
brilliant image: Keeps audience alert, sharp, 
receptive, enthusiastic! 

Full service includes art, photography, equip- 
ment rental, slides, screens, operators, rehearsal 
—the whole package or any part! 

Projectors are magazine fed, push-button oper- 
ated. Screens 3 to 30 feet wide. Custom-made 
equipment for impossible jobs! 

Motion picture, animation or semi-animation 
available. For complete service write or phone 


MOST POWERFUL PROJECTION ANYWHERE 


eataculatt 


358 West 44th Street 
New York 36, N. Y. 
JU 2-1984 
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there has been neither time nor in- 
clination to organize the business 
meeting industry. I believe that the 
time may have come to take a good 
look at it. 

Because there are all kinds of meet- 
ings being held, with widely varying 
requirements, all kinds of suppliers 
have sprung up, with nearly every 
imaginable specialty. These range all 
the way from the lone-wolf producer 
who works out of his attache case to 
the larger organizations which have 
made considerable investment in per- 
sonnel and equipment. There are no 
giant corporations in the business, 


except those servicing themselves 
There are probably more free spirits 
in this industry than any other, true, 
each in his fashion, to the free enter- 
prise system. 

Into this area of marketing com- 
munications, many advertising agen- 
cies are finding natural paths. To help 
meet multiple marketing problems, 
service functions of many advertising 
agencies have expanded in scope to 
incorporate major communications — 
advertising, merchandising, sales com- 
munications and public relations 
Chances are ad agencies will acceler- 
ate their development of meeting 


you can house all your people together... 


hold all your exhibits on one floor. 


..-at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 


Gives you all the specialized equipment and services of Detroit's biggest 


hotel—plus one-floor convenience for your exhibits. With all members 


housed at hand, group interest stays high— meetings pay off in sales results! 


@ Grand Ballroom (Detroit's largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons 


@ 15,000 sq. ft. of exhibit space available—on one floor, assuring a more 


convenient and impressive show. 
1,200 attractive guest rooms, 

all with radio and TY. 

4 fine restaurants, 3 bars 

for relaxation and entertaining. 
All guest, public, function rooms, 


exhibit areas fully air-conditioned. 


Detroit's only completely 


air-conditioned hotel 


THE 


ewoocerererere eee 4 


SHERATON-CADILLAC 


Mr. Williom Goldsberry, Sales Director 
Sheraton-Cadillac Hotel, Dept 
1114 Washington Boulevard, Detroit, Michigan 


send me your Convention Bre 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan « Phone WOodward 1-8000 


* CONVENTIONS 
#& MEETINGS 
% SALES INCENTIVE GROUPS 


PLEASURE 
BUSINESS 
at this 
complete resort hote/ in 


nearby NASSAU, Bahamas 


Directly on the ocean . . . set in 55 
secluded acres just minutes from the 
heart of Nassau. Completely air-condi- 
tioned, with fully equipped meeting 
rooms... including separate Thatched- 
Roof Jungle Club accommodating up 
to 800. 

Cuisine and management in the clas- 
sic Continental tradition. Private beach, 
unique Vision-Level Pool, Marine Bar, 
After-Deck Lounge and smart Empire 
Dining Room. Tennis, golf, deep-sea 
fishing, water sports . . . sparkling 
nightly entertainment. Modified 
American or European Plan. 

‘ 


‘Beach Fla 


NASSAU, BAHAMAS 


CINCINNATI’S sancesr 
CONVENTION 4 


The South’s 
finest Commercial- 
Convention Hotel! 


IN DOWNTOWN 
JACKSONVILLE, FLORIDA 


“Robert 
“Weyer | toerrone | 


Offering the ultimate 4 C1559 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


SHERATON 
sft “GIBSON HOTEL 


Telephone 


in conveniences and facilities from 
the smaller executive group meetings 
to the largest of convention needs 


One floor ‘convention center’ / meeting and 
banquet rooms for from 25 to 1100 / Theater 
lighting : closed circuit TV / 550 outside 
indiwidual temperature controlled rooms / 
Radio, TV and Hi-Fi in every room / Drive-in 
registration — elevators to rooms / FREE 
GARAGE for 250 cars / PLUS a willing 
fully experienced convention staff 


Write today for full information 
rates and availabilities — or 
call Jacksonville, ELgin 5.4411 


Robert B. Neighbors 
Vice Pres. -Gen. Mgr 


Pian your next 


U.S. Representative : William P. Wolfe Organization 


Meyer” “Metab 


HOTEL EMERSON HOTEL SOR WALTER MOTEL ROOSEVELT 
Baltemore. Maryland Raleigh. North Caroling jacksonville Floride 


Full details, dates available from } 
Reginald G. Nefzger, General Manager 


New York Philadelphia « Boston » Chicago 
Cleveland « Miami « Toronto « Montreal 


HOTEL ROBERT MEYER HOTEL WASHINGTON DUKE 


Jacksonville, Flonda Durham. North Carolina 


5 ARAMBTD ALLURE UIE LL i 


sah, 3m. 


aoe 7 ain rr to 1,000 
| Li Us ag The Better ities in All 
; PITTSBURGH for 
» PITTSBURGH ¢ SALES MEETINGS 


Sales Executives stay at and recommend 
; * CONVENTIONS 


HOTEL 
BANQUETS *« SHOWS 
WEBSTER HALL ° 
i Gracious Host in Pitts burgh ae A ye 
4415 Fifth Ave., Pittsburgh 13, Pa. ae 
8 Air Conditioned Function Rooms 


M: Ay flower 1-7700 
Teletype PG = 

iP Henry J, Huemrich V.P, & Geni, Mgr. 
Florence Rittinger, Sales Mgr. 


150 a Parking Lot i Hotel 


CONFERENCE 
at this Distinguished Hotel 


Ch 
BILTMORE 


“ The Executive Hotel of New York” 


43ra Street at Madison Avenue 
Private elevator from Grand Central 


@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000 

© Staff of specialists in 
meeting arrangements 


INFORMATION & RESERVATIONS 
Write or phone The Biltmore 

(MU 7-7000) or Service Representative 
Robert F. Warner, inc. in New York, 
Boston, Washington, Chicago, Toronto; 
Glen W. Fawcett, inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portiand. Seattle 


Private elevator from Grand Central 
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media services to supplement and ex- 
pand their major role in marketing. 

Now, one of the important things 
to accomplish among meeting media 
themselves is to raise their profes- 
sional standards. While there are 
many, many capable suppliers in the 
field, there are also some whose busi- 
ness practices and conduct are harm- 
ful. Let's call them “meeting mer- 
chants,” if you will. 

There are, of course, solid suppliers 
“meeting experts”—who bring creative 
and original thinking to business com- 
munications. They are the profes 
sionals of the business meeting busi 
ness, and set the high standards of 
quality for their media. Further and 
dosper “ste awatonan of meeting 
media should be encouraged 

But this isn’t a one way street by 
any means. I think a greater realiza- 
tion is needed, too, on part of indus- 
try itself. It must consider meeting 
media just as thoroughly and care- 
fully as it considers print media, 
broadcast media, and other consumer 
media. It is as important for industry 
to select proper meeting media as it 
is to select proper advertising media. 

Business meetings these days are 
important business events and de- 
mand the serious attention of sea- 
soned management and counsel and 
assistance of skilled specialists. 

One very real need in industry 
today is bold and imaginative speed- 
ing and improving of business com- 
munications. To accomplish this, in- 
dustrial companies must accept lead- 
ership in using new techniques, not 
being merely content to let others 
lead the way 

For example, IBM demonstrated 
leadership wt 
TV to introduce its new data proc- 
essing machines to all of its industrial 
customers at one time’ — 55,000 cus 
tomer representatives in 101 cities. It 
was a bold venture in modern com 
munications, and it paid off 

Credit goes to Ford for its imagi 
nation in the first nationwide ele: 
tronic press conference introduction 
of the Falcon several months ago 
And to General Motors — for its pub- 
lic relations vision in televising its 
Technical Center dedication — as it 
happened — to leading educators, 
civic officials and company executives 
in GM plant cities across this country 
and into Canada. These remarkable 
ventures into new forms of business 
communications are important to all 
business and industry. 

Perhaps there are historical paral- 
lels to help us understand this. First 
application of a new communications 
system has been invariably for public 
use. Inevitably, it is later adapted to 
business purposes — sometimes long 


ven it used closed-circuit 
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°*A HOTEL CREATEDe:e:s 


ESPECIALLY 
FOR CONVENTIONS 


didido 


For full details, write, wire or call 
ARNOLD KEITHLIN, Sales Manager 


JEfferson 8-0811 


HORACE BURNSTEIN, General Manager 


}@ee8 OCEANFRONT AT LINCOLN ROAD, MIAMI BEACH 


SERVICE 


is why America’s 
top companies meet at 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country. 
So check with Manger before your next meeting 
—see the difference real SERVICE makes! 


Convention Department, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. A-3) 


ALBANY, W. Y. NEW YORK CITY 


Please send me full information about Manger 


ROCHESTER, Hotels meeting and convention facilities. 


CHARLOTTE, WN. C 
(Opening early 1960) 
CLEVELAND Title ae 


WASHINGTON, D. ¢. natalia tr! = 
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GRAND RAPIDS, MICH. 


Did you hear the one about 
th e Traveling Sal es man? Here’s a story that’s being told in more 


and more sales circles across the nation. It’s all about Eastern’s Incentive Vacation Plan...the 


plan that gives salesmen free vacations in famous resort areas for exceeding sales goals. 


Eastern’s IVP is a jet-powered method of sparking sales at every level. And best of all, 
Eastern’s IVP pays for itself. It either produces results or costs you nothing! 

Eastern, with proven experience in IVP’s, is best qualified to custom-tailor this jet-powered 
sales stimulator to fit your needs. Eastern serves the greatest resort centers in the United States, 
Puerto Rico, Bermuda, Mexico and Canada with the world’s most advanced airliners. 


Find out today all about this jet 
powered incentive program. Write or 
call Incentive Vacation Department 
Eastern Air Lines, Inc., 10 Rockefeller 
Plaza, New York 20, New York 


EASTERN|AIR LINES 


World Leader in Incentive Vacations 


Only at Lido can you hold a convention sales meeting or training 
program that offers enviable proximity (one hour from New York 
City) plus the multi-fold facilities of a renowned resort hotel with 
one mile of private beach and boardwalk on the Atlantic Ocean. 
Convention delegates at this magnificent private resort estate are . 
a willing and interested ‘captive audience” . . . an inspection-visit adil 

will make the reasons obvious... © Wobiientiiiestetien eae 


* S meeting rooms, cir conditioned 
oO * 250 Guest Rooms 
* Benqvet Service for 500 in Ballroom 


* Exhibit Areas * Free Parking 


meen ym So! clus 
Sire -co Rypeg os , Beach, L. 1., N.Y. r 
MAURICE PFURSICH - Sales Manager On the Atlantic Ocean . . . only 30 miles ‘ WILLIAM RATZE 


a from mid-Manhattan 
THE LIDO; Lido Beach, Long Isiand, N. Y HOT EI MIA AGARA 
New York Telephone: REgent 4-9000 Open all year for meeetings and conventions pone AventiO-AY tet 
a Sw ing ais: Mada suri 5-321 
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after it should have been. The tele- 
phone, for example, was developed 
and marveled at by the public before 
the turn of the century. But it was 
years before businessmen generally 
got over the notion that it would give 
them no privacy, was unreliable and 
might break down at a crucial mo- 
ment. 


New aids to communication are be- 
ing introduced all the time—but there 
are still businessmen who consider 
them new-fangled and experimental. 


This is not to say that every busi- 
ness should be using new aids merely 
because they are new. Where the 
communications technique solves the 
business problem best, it ought to be 
used, whether it is new or old. But 
sticking with the same old way — just 
because that’s what's been done be- 
fore — is not good business any more 
In fact, it’s costly to business in the 
long run 

I recommend too, while on the sub- 
ject, that industry become increas 
ingly aware that it charts the path 
which meeting media travel. It is 
important for companies to recognize 
and appreciate professional service 
and to accept nothing less. Cheap 
buys may lead to cheapening meeting 
services 

Many companies are neglecting 
their business communications. They 
do not yet recognize the importance 
of the business meeting or meeting 
media. It is not unusual to find no 
definite and regular slot within com 
panies for selecting media and sup- 
pliers for meetings And yet, the day 
is not far off, I venture, when every 
major company will have the equiva- 
lent of a business communications de 
partment, trained to select meeting 
media and choose the best suppliers 


More effective organization is 
needed in many companies to cope 
with their business communications 
I'm sure that many of vou have felt 
this need. And perhaps a realistic 
review of real expenditures on meet- 
ing media ant cause more com- 
panies to reappraise their entire ap- 

roach to this problem, and lead to 
xetter business communications. Crea- 
tive approach to business meetings 
should be constantly encouraged, no 
less than for advertising or promotion 
or manufacturing. 


If more careful attention is given 
to the business of business meetings 
by both user and supplier, modern 
business communications will show a 
marked increase in effectiveness. And 
meeting media will attain stature 
where they will be making an even 
more significant contribution to con- 
tinue growth of American business 
and industry. @ 
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Meet at 
TREADWAY 


INNS cosmyplishwont 


Here's another plus factor for planning your next meeting or conference at 
a Treadway Inn ... Treadway proximity to famous universities and colleges 
throughout the cast. Almost all Treadway Inns are situated either “on 
campus” or within a few minutes of inspiring academic buildings, beautiful 
grounds and added facilities, if you need them! 

Affording wholesome diversion and recreation, these renowned institu- 
tions impart a “campus-site” flavor to your meetings or conferences at the 
Treadway Inns. Moreover, through special arrangements by Treadway Inn- 
keepers, they frequently provide a source of specialized speakers, panel 
moderators, seminar leaders to round out important agendas. 

Belcw are listings of Treadway Inns and famous nearby colleges and 
universities. For specific details on special campus-site advantages offered 
by Treadway Inns, contact the Innkeeper where you would like to meet. 


CLOSE TO FAMOUS SCHOOLS, COLLEGES AND UNIVERSITIES 


IN MASSACHUSETTS NEAR FRANCONIA, NH IN NEW YORK 
Amherst Area ST. MARY'S ON THE MOUNTAIN Canandaigua Area 
AMHERST COLLEGE HOLDERNESS PREPARATORY HOBART-WM. SMITH COLLEGE 
UNIV. MASSACHUSETTS BY RUTLAND, VT KEUKA COLLEGE 
Andover Area DARTMOUTH COLLEGE Cooperstown Area 


PHILLIPS ACADEMY MIDDLEBURY COLLEGE N.Y.S. TEACHERS COLLEGE 


TUFTS UNIVERSITY NORWALK, CONN HARTWICH COLLEGE, ONEONTA 


Cambridge Area YALE UNIV... NEW HAVEN 
HARVARD UNIVERSITY BRIDGEPORT UNIVERSITY 
MASS. INST. OF TECHNOLOGY IN PENNSYLVANIA 


Johnstown Area 
UNION UNIV. SCHENECTADY 
SKIDMORE COL., SARATOGA 

Niagara Falis Area 
Sturbridge Area Meadville Area NIAGARA UNIVERSITY 
NICHOLS COLLEGE ALLEGHENY COLLEGE UNIVERSITY OF BUFFALO 
POMFRET SCHOOL THIEL COL., GREENVILLE Rechester Ares 


Williamstown Area St. Davids Area UNIVERSITY OF ROCHESTER 
WILLIAMS COLLEGE VILLANOVA UNIVERSITY ROCHESTER INST. OF 
BENNINGTON COLLEGE VALLEY FORGE MIL. ACADEMY TECHNOLOGY 


IN ANNAPOLIS, MD. ST. JOHNS COLLEGE 


CHOOSE YOUR FAVORITE TREADWAY INNS 


THE LORD JEFFERY ANDOVER INN TREADWAY MOTOR HOUSE 
Amherst, Mass Andover, Mass Cambridge, Mass 
PUBLICK HOUSE WILLIAMS INN MITTERSILL ALPINE INN 
Sturbridge, Mass Williamstown, Mass Franconia, N.H 

LONG TRAIL LODGE TREADWAY INN TREADWAY INN 

Rutland, vt Norwalk, Conn Batavia, N. Y.* 
TREADWAY INN TREADWAY OTESAGA COOPER INN 

Canandaigua, N.Y Cooperstown, N.Y Cooperstown, N. Y 
TREADWAY INN TREADWAY INN TREADWAY INN 
Johnstown, N.Y Massena, N. Y.* Niagara Falis, N.Y 
TREADWAY INN TREADWAY INN THE DAVID MEAD 
Rochester, N.Y Lebanon, Pa Meadville, Pa 
TREADWAY INN TREADWAY MARYLAND INN ROYAL PARK INN 
St. Davids, Pa Annapolis, Md Vero Beach, Fila 


*Treadway Inns Opening 1960 


CENTRAL PLANNING For maximum convenience in 
programming meetings at Treadway Inns, phone, wire or write 
Mr. David F. Treadway, Treadway Inns, Central Service for Meeting 
Planners, 32 Maple Avenue, Windsor, Connecticut. Telephone 
MUrdock 8-2333 


TREADWAY INNS 
and Resorts 
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AT ENTRANCE to Gas Appliance Center are David J. Kerr, president, Mrs. Joyce 
Campbell, hostess, and Trammell Crow, owner of Dallas Trade Mart Building. 


Cook Up First Permanent Gas Show 


Gas Appliance Center created in Dallas Trade Mart Building. 


Three separate exhibit areas are set aside for industry ex- 


hibit, small manufacturers and large firms. Exhibits aimed 


at dealers, 


Gas Industries Exhibitors, Inc., 
helps add “fuel” to nation-wide com- 
petition between gas and electric pro- 
moters through new exhibit center. 
The Texas outfit opened the first per- 
manent gas exhibit center in the coun 
try, right after New Years 

Company leases more than 20,000 
sq. ft. of space in Dallas Trade Mart 
Building for a Gas Appliance Center 
In turn, G.LE. sub-leases exhibit space 
to gas appliance manufacturers. Space 
may be leased anywhere from one to 
five years. 

Income from leases is expected to 
cover operation costs. Development 
Director David J. Kerr says, “We 
expect to have between 40 and 50 


142 


builders, 


interior decorators, 


leading manufacturers of gas appli 
ances represented in the Gas Appli 
Center provides a staff 
and promotional program to stimulate 
attendance at no additional expense to 
exhibitors.” 

Center has a full-time manager and 
hostess to assist in displays, 


ance Center. 


escort 
visitors and manage daily operations 
Staff also participates in year around 
promotion of the Center 

Gas Appliance Center has three 
main components: an industry display 
area, a general exhibit section for 
small manufacturers, and individual 
showrooms for larger manufacturers 

About 2,000 sq ft. is devoted to 
the industry display area in which a 


home economists. 


permanent exhibit is built 
houses such displays as an all-gas 
kitchen and laundry area, heating and 
air-conditioning equipment. Exhibit 
also explains natural gas production, 
distribution, research 
and sales promotion. Permanent por- 
tion of Center is not rented to ex- 
hibitors, but retained by G.LE. 
Control of the industry display area 
is in the hands of a coordinating com- 
mittee. Appliances and equipment 
used in area (other than display mod- 
els) are limited to brands of manu- 
facturers who lease space in the Cen- 
ter. Appliances and equipment loans 
(free-of-charge) are rotated so ex- 
hibit items are presented on a fair 


Spac c 


transmission, 
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“this ib CONVENTIONLAND, USA. 


...and Western’s the wonderful way to fly there! [his m 


convention possibilities. And all are within easy reach—thanks to Western 

Champagne Flights, Hunt Breakfast Flights, or Western Aircoaches. S 

for ‘the same old place’ when planning your next convention or sale 
Western's Convention Bureau will gladly supply you with the fact 

decide which of these convention areas will fit your needs best. Ju 

West, Convention Bureau Manager, 6060 Avion Dr., Los Angeles 45 
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An ideal 
setting for 


conferences of 
25 to 100 


persons 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 

Excellent Facilities 
spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 
appointments 


For information, write or call Sam Stewart 
General Manager. Telephone W Alnut 4-5200 


Princeton, N. J. 


and impartial basis 

A 1,500 sq. ft. general exhibit area 
is set off for smaller manufacturers. 
In this room, exhibitors may lease as 
little as 50 sq. ft. which enables com- 
panies with tight budgets to maintain 
booths in the Center. Visitors may 
roam from exhibit to exhibit, which 
gives them a quickie composite of 
what is available in gas appliances 
and equipment. 

Private showrooms are set aside for 
larger manufacturers of gas appliances. 
Space has already been let to manu- 
facturers of lines such as Caloric, 
Norge, Tappan and Roper. To sepa- 


THIS YEAR 
{{AGNIFICENTLY 


fore... 


heujuuk 
MOT 


Montauk, New York 


CONVENTION 
FACILITIES 
too, are unsurpassed 


In addition to distinctive 
exhibit and meeting 
facilities in the hotel itself, 
the Montauk Manor theater 
provides an impressive 
convention Auditorium for 
up to 1,000 people 

plus an adjacent display 
area of equal size... plus 
private executive meeting 
and sales rooms. 


ED FURGOL 
new head golf pro 


18 hole championship course, 
professional clay tennis 
courts, Surf Club and pool 
..- all for the exclusive 

use of guests and members. 
Fabulous fishing, of course. 


For complete details 
and special American Pian rates 
contact 8. 0. Waterman, 
Convention Manager 
at MUrray Hill 2-5197 
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rate these exhibitors are solid parti- 
tions so as to give each tenant an 
exclusive presentation. 

Cost of private showrooms is $4.25 
per sq. ft. annually, provided 1,000 
sq. ft. or more are leased. Showrooms 
of less than a 1,000 sq. ft. are rented 
at $4.50 a sq. ft. Rental cost in the 
general exhibit area is $9.75 per sq. ft. 
Higher rate is necessary because Cen- 
ter must provide additional aisles in 
the smaller manufacturers’ section. 

Tenant is charged only for usable 
exhibit space and not for corridors 
and malls. These rates provide for 
solid partitions between showrooms, 
glass fronts with five ft. sliding doors, 
ducts for lighting fixtures, hallway 
lighting, cooling and heating, gas sup- 
ply and janitorial service. Electricity 
(other than for air conditioning) is 
billed separately to each tenant. Ten- 
ant pays cost of interior decoration, 
floor covering, painting and light fix- 
tures. “Experience shows tenant's cost 
runs between $1 and $1.50 a sq ft 
reports Ker 


®& Purpose of Center, as Kerr explains, 
“is to appeal to several key buying 
groups of primary interest to the gas 
industry and to manufacturers of gas 
Main tar 
get is the dealer, whether he be an 
owner of a small appliance store, ap- 
pliance manager in a large depart- 
ment multi- 
purpose outlets concerned with furni- 
ture, lamp shades, toys and kitchen 


appliances and equipment 


store, or buyer for a 


appliances - 

“Dealer wants proof that the gas 
industry is forward looking, and that 
appliances will sell tomorrow. He 
wants to be assured customers will 
buy before he invests in inventory and 
advertising.” 


A CHAIR THAT FOLDS 


for every 
seating 
need... 


Luxurious, stylish, economical 
Rastetter chairs that fold are 
ideal for use in offices, clubs, 
churches, hotels, schools, hos- 
pitals, institutions every- 
where comfortable, durable 
chairs are needed. Available in 
23 models with a variety of 
striking finishes and smart 
leatherettes. Fold flat and 
stack for compact storage. 
Write today for more data. 


LOUIS RASTETTER & SONS CO. 


1322 Wall Street * Fort Wayne, indiana 
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“There is an urgent need for the 
gas industry to display its wares in 
an effective fashion to those who have 
the strongest influence on the buying 
habits of the public — namely dealers, 
builders, kitchen specialists, the press, 
architects, developers and related pro- 
fessional groups.” 

Development Director David Kerr 
cites another target to which the Cen- 
ter is directed. He adds, “Alongside 
the dealer is the builder. Builders are 
the key to future growth of the gas 
industry. In communities, builders 
offer package deals either in gas or 
electric. Center is designed to help 
swing his thinking to gas.” 

Dallas Trade Mart opened its doors 
originally early in 1959 with 600,000 
sq. ft. of exhibit space. It is open to 
buyers, dealers, builders and other 
professionals, and not to the general 
public. Purpose of building is to pre- 
sent a showcase to help increase vol- 
ume sales. 


Located on the new 14-lane Stem- 
mons Freeway, five minutes from 
downtown Dallas, Trade Mart Build- 
ing is part of a group of buildings 
erected to bid for a large share of the 
Southwest's purchasing dollar. Trade 
area consists of the Dallas Homefur- 
nishings Mart, with 424,000 sq. ft 
fully occupied. Nearby is the Deco- 
rative Center, open to decorators, fur- 
rliture and department store buyers 
Under construction is a 300-unit mo- 
tel. Future plans call for a large trade 
arena for temporary exhibitors, con- 
ventions and sales meetings; plus a 
building for the apparel field and a 
Builders Supply Mart. 

Nearly a third of Dallas Trade 
Mart Building is devoted to a sunlit 
courtyard, with fountains, gardens, 
pool and French style sidewalk res- 
taurant. Escalators transport visitors 
up and down the four-story structure 

Recently, Trade Mart has been ex 
panded to nearly one million sq. ft 
Prior to expansion, building contained 
160 showrooms which range from 500 
to 3,000 sq. ft. 

Trade Mart as a showcase for the 
gas industry was first conceived in 
mid-summer 1959. Idea was presented 
to a limited number of manufacturers, 
gas association and utilities executives 
to test Center's feasibility. At Ameri- 
can Gas Association’s convention (Oc- 
tober) in Chicago, publicity was re- 
leased on the project and formal dis- 
cussions held with 25 manufacturers. 


With a good response to the Cen- 
ter, steps were taken in mid-October 
by a group of Dallas businessmen to 
organize a private company to be 
known as Gas Industry Exhibitors, 
Inc., now operators of Gas Appliance 
Center. @ 
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Forget all the worries connected with arranging 


Trade Shows, Exhibits, Sales Meetings or Conventions 


Pass the buck to “BUCK!” 


Let Buck Freeman 


take over every 


desired phase of 
arranging your 
coming exhibition 


7 


BUCK FREEMAN 


Experts available to 
handle every detail 
of your exhibition . . 
from preliminary plans 
to final clean-up 


Fioor Plan Layouts — Exhibit Booths — Registration Counters — 
Traveling Displays — Display Equipment — Exhibit Set-Up and 
Dismantling — Rental Furniture and Rugs — Decorations — 
Custom-Made Units and Special Effects. 


FREEMAN of DALLAS 


FREEMAN DECORATING COMPANY 
EXHIBIT & TRADE SHOW SPECIALISTS 


Three strategic locations serving America 


DALLAS, TEXAS DES MOINES, IA. OMAHA, NEBR. 
3004 Commerce St. 1800 Keosaqua 4517 Military Ave. 
Riverside 1-1514 ATlantic 8-5705 REgent 8984 


"Saw Marte eomn, pemeauows & coummny ce 


LET’S TAKE A LOOK AT THIS UNUSUAL ARIZONA PICTURE 


(in the Greater Phoenix Area) 
One of the most effective meeting sites @ New air-conditioned conference 
in the resort field. rooms. 
Finger-tip control in timing your @ All new stables and corral on 1400 acres 
meetings—social events—off-hours of desert, with excellent horses for trail 
recreation. riding, cook-outs, Western entertainment 
Our own private 6800-yard 18-hole @ Exceptionally attractive programs for 
golf course. The only all-green course the ladies, including health and beauty 
in Arizona salon—fashion shows—Suite 21. 
Our turquoise-blue heated swimming e A skillfully trained, convention- 
pool, with its coral-pink patio for minded staff assures a most successful 
dining al fresco. meeting to groups up to 300. 


Season November to May John H. Quarty, President, Co-owner 


Do-ALL Powwow 
Each Week for 


Fourth of “Braves’ 


So as not to interrupt business in the field, 


Do-ALL repeats sessions for sales and service 


engineers. All work — no play until last day. 


“INDIAN” 


princesses, two 


attractive Do-ALL employes, 
invite “braves” to demon- 
stration of new equipment. 


Beat of Indian tom-toms was heard 
again in Des Plaines, Ill, recently as 
300 “braves” from The DoAll Com- 
pany’s individually-incorporated sales- 
service stores gathered for a sales pow- 
wow. It covered four weeks and was 
held in three major “camps” sepa- 
rated by 400 miles. 

Built around an Indian theme- 
Mohawk, Apache, Blackhawk and 
Navajo “tribes” were represented—the 
sales council was unique in that there 


was no interruption of business in the 
field throughout the powwow period 
One-fourth of sales and service engi- 
neers from DoALL’s 38 stores con- 
vened each week. Same program was 
repeated each week. 

To set the stage for the council, 
billed as “a work session of individual 
accomplishment,” Leighton A. Wilkie, 
DoALL’s board chairman, gave the 
keynote address. Wilkie said in part 

“Today is the age of what is called 


Sin 


the ‘hard sell.’ Factories under pres- 
sure of the profit squeeze are keenly 
alert to costs. Today evervone has in- 
tense competition The sales force 
work for 
orders, for today the buying is based 
shrewd, hard calculation of 
needs that are really wants 


must get out and really 
upon 


“These are some of the reasons it 
is necessary under today’s conditions 
to have the sales force come under 
the same kind of scrutiny and exact- 


“BUFFALO” hunt is part 
of half-day recreation 
to bring sales council to 
a close. Thunderbird 
Reservation, developed 
for DoAlL employes 
and customers, is site of 
company’s sales council. 
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“CIRCULAR HISTORY BOOK” exhibit stands behind Do-All 
Board Chairman Leighton A. Wilkie as he delivers keynote 


ing control that every factory employs 
in the regulation of the time and 
efforts of engineers and production 
men 


& “DoALL brings the key people 
from each store here because today 
is the day when selling is the result 
of a team working together. Selling 
today cannot be delegated into the 
hands of a star salesman or an indi- 
vidual spellbinder as so much selling 
was done in years past. Today it is a 
merchandising team of specialists in 
the central office and factorv working 


po ALL 
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with field personnel that does the sell 
ing 

Men in the field who represent 
DoALL, distributor of machine tools 
cutting tools and precision measuring 
instruments, found their work cut out 
for them when they arrived in Des 
Plaines 

Divided into “tribes” of 75 each 
week, the braves packed into five davs 
an intensive training course virtuall\ 
void of gay atmosphere. 

Into these five davs were cram d 
52 hours of work, including 15-minut: 
talks by 33 company experts in the 


ay Oe 


Do ALL 


address to one session of company’s sales council. Three- 
story-tall exhibit traces man’s progress through inventions. 


fields of sawing, grinding, polishing 


cutting and scientific measurement 
Most time was spent in demonstration 
booths set up in Hall of Progress in 
the administration building, alongside 
a unique museum created by DoALI 
to delineate the Industrial Revolution 

Each “brave” was required to op- 
erate and become familiar with new 
DoALL machines —a technique de 
signed to put to practice what they 
learned from the experts 

On the fourth day of each week 
braves were flown by chartered plane 
to the Minnesota manufacturing corpo- 


Alb 
Do ALL ele 


WORKSHOP SESSION is one of more than a score of instruction periods set up to show “braves” how new equipment operates. 
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OU PRESENTATIONS 


OPTIVOX 


LIGHTWEIGHT 
PORTABLE EASEL 


Here's the adaptable ease!—29” x 39%” stee! board, 
finished in “rite-on” green—may be used as chalk 
board, chart board or magnet board; converts from 
0” floor use to table model. Completely portable— 
weighs 17 ibs. Only $44.95 

Carryjng case and lamp fixture extra. 


PIXMOBILE 
PROJECTION TABLE 


There's space for ail your materials on 
thes easy-to-rol table with sponge rub 
ber pad on top shelf. Has 4° swwwe 
wheels (two with brakes) that hold on 
nclime. Several models and heights 
42” table only $32.95 


‘a 
Write for Literature and Dealer's Name 
G Some Dealer Territories Stil! Open Write 


THE ADVANCE FURNACE CO. 


2310 EAST DOUGLAS WICHITA, KANSAS 


Less Than A Day 
from Everywhere 


PROVIDENCE 
! R..4. 


when you're planning 
a convention with a... 


BUDGET 
IN MIND 


excellent convention facil- 
ities, good meeting rooms 


_— eraton- 
Eiltmore 


One of 3 convention hotels 
with over 800 rooms avail- 
able for conventions. Write 
the Sheraton or the Provi- 
dence Chamber of Commerce. 


“ * 


WRITTEN EXAMINATION is given to “braves” at the end of company sales 
council. Do-ALL requires each tribesmen to make passing score in tests. 


“BRAVES” with highest score on test become chief of their “tribes”. 


ration of the DoALL organization 
There, at Continental Machines, Inc., 
in the Minneapolis suburb of Savage, 
they inspected one of the most mod- 
ern machine tool plants in America 
and were introduced to still more new 
band machines and modified versions 
of existing equipment 

They also learned how the company 
uses assembly line techniques that re 
semble those of automobile manufac- 
turers. DoALL was said to be first in 
the machine tool industry to employ 
such mass production methods. Sales 
advantages of this “first” were empha- 


sized so salesmen can show customers 
how they get “consistent, high-quality 
machine tools at low cost.” 

Hewing to the council's purpose 
that it was “a work session of indi- 
vidual accomplishment,” each brave— 
on fifth day—took a written examina- 
tion on what he had learned during 
the week. A passing grade was re- 
quired. (All passed ) 

Prizes were awarded to braves who 
scored highest in each examination 
during the four-week powwow. First 
prize each week was $100; second, 
$50; third, $25 
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LARGEST 
CONVENTION RESORT 


IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 + Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 
for groups up to 4,000 + Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury « 5 cocktail lounges «+ exclusive shops « La Ronde Supper Club + Yacht Basin 
Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas «+ GOLF at exclusive country club «+ 1,000 feet oceanfront beach 
Spacious hospitality suites « Ample undercover parking 
180,000 sq. ft. exhibition and meeting areas « 2 Swimming pools, putting green, tennis 


For information write or wire 
NEW YORK OFFICE: circie 5-7800 - Teletype: wy 1-528 © CHICAGO OFFICE: andover 3-418: - Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 


=) O nta 1 n eble au oss 


CABANA, YACHT AND COUNTRY CLUB 


Wty 


+ 


1.000 FEET OF OCEAN BEACH — MIAMI! BEACH, FLORIDA 
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Work sessions concluded at noon 
of fifth day. Braves then were trans- 
ported by bus to Thunderbird Recrea- 
tion Area, developed in Wisconsin by 
the company for use by employes and 
customers 

Fishing, canoeing, a buffalo “hunt” 
with bow and arrow and a variety of 
other activities were held. An outdoor 
steak fry and crowning of Chief 
Thunderbird, top prize winner in the 
examination, climaxed the day's 
events. 

A further highlight of the sales 
council was award of $1,000 in prizes 
to braves who had participated in a 
“Tips for Sawing Specialists” contest— 
a six-month home study course in the 


for an outstanding exhibit... ‘ndamentas of band machining tha 


preceded the sales council. A total of 
25 lessons had been sent to the men’s 


$ home for study over week-ends. 
° Nearly $2,500 in prize money also 
° was distributed to winners of still 
: another contest. This was a _ three- 
Color prints and color transparencies effectively get across ideas va? gp sebcayeer = 
of all sorts. Here, scenes in color showed that a telephone call is As the fourth and concluding coun- 
an emotional experience. That’s because CCA Display Trans- cil sessions ended, L. R. Rothenberger, 
parencies are next best to real life itself. sales manager, summed up results as 
follows: 


Created and produced by Bertell, Inc., N. Y. 
for American Telephone and Telegraph Co. 


PT e PP PPP Pee eee eee ee eee eee ee eee 


month sales quota “scalping” contest 
that further primed men to keep alert 
to sales techniques and procedures to 


Roy Bertell, using clean uncluttered design, proves the “We believe it has made each mem- 
feasibility of bringing outdoor situations to a large indoor ber of our sales-service organization 


audience for AT&T’s Annual Stockholders’ Meeting. the best informed man in the field of 


; : ‘ industrial distribution. The council 
For more information and the expert assistance of a CCA was an important step toward meet- 


Sales Engineer, consult your exhibit producer and designer. Or, ing expanding opportunities for indus- 

contact us direct. trial acceptance of our goods and 

services created by industry's un- 

precedented production requirements. 

COLOR CORPORATION OF AMERICA “Our sales-service personnel were 

introduced to new products created 

The Complete Quality Color Service to the Trade by research and Fieh weeraaard and im- 

provements from engineering and 

production and merchandising pro- 

grams in which they play the leading 
role 


DEPARTMENT S 
43 WEST 61ST STREET, NEW YORK 23, N. Y. « JUpson 2-4355 
610 SOUTH ARMENIA AVE., TAMPA 9, FLORIDA « REpwoop 7-5353 


$525 WILSHIRE BLVD., LOS ANGELES 36, CALIF. + WEssrer 1-4711 oe Teens 


tomer reactions were of particular 
value to management because they 
presented to executives new ideas 
which can be transmitted to research 
and design teams for improvement 
and modification of band machines. 

“Questions posed during the coun- 
cil by these men provided material 
for organizing a planned sales follow- 
up program for 1960 — ‘ammunition’ 
that otherwise might have been hard 
to come by 

“As a result, we have developed a 
new project in which each sales man- 


MSEC ROMCILGE at this beautiful, 35-acre Lake Michi- 
gan estate, far from city distractions 


on the 18-hole golf course, in our 
heated Olympic-size poo! . . . tennis, . , 
Sadeteen, velien ball. Private beach! ager in the 38 stores will be able to 


present hard-hitting sales programs 


It's easy | h p ; , . 
easy © ore wer i aa oa eta this year. Each program has been de- 


signed to keep the manager's staff on 
top of new ideas, developments and 


We welcome meetings in May and June, and September through October 1 


SLEEPY HOLLOW BEACH, SOUTH HAVEN, MICHIGAN (PHONE: 1440) heal ager Rw. caps: 
CHICAGO OFFICE: 75 EAST WACKER DRIVE (PHONE: CEntral 6-8083) products so all sales-service personnel 
can better serve our customers.” @ 
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High, Wide and Handsome!!! 


.. that’s how your convention will ride when you meet in Galveston’s magnificent 
Moody Center. Large enough for conventions on a grand scale. Facilities for any kind 
of show or meeting, the ground Exhibit floor boasts a whopping 31,000 square feet. 
Convention hall (above) seats 3,500 at meetings, 2,000 at banquets. Closed circuit 


TV, 4,900 square feet dance floor, complete theatrical facilities, auto ramp — you 
name it, it’s here. 


And best of all, it’s on tropical Galveston Island, facing the beach and flanked 
by the Southwest’s finest beach resort hotels — the 

Galvez and Villa and the Buccaneer. Everything 
_——m necessary for a successful convention — that’s fun 
© BUCCANEER HOTEL XM besides. Write today, Sales Department, P. O. Box 59, 
Galveston Island, Texas, for detailed brochure and 
open dates. 
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Moody Convention Center 


At the heart of Galveston’s beach, immediately next 
to the Buccaneer and Galvez hotels. 
50 minutes by limousine from Houston airport. 


1c, 
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FULL-SCALE GET-TOGETHER permits soft drink 


- 


people to explain business 


to new bosses, Krim-Ko Corp., and act as voice of the subsidiary’s bottlers. 


How to Learn from Staff 


Of New Subsidiary 


Krim-Ko Corp. treated old-line salesmen of new subsidiary as 


partners when it planned its first sales meeting. Sixteen-page 


topic guide was sent to men in advance for their comments. 


By FRED DRUCKER 
Vice-President and Director of Marketing, Krim-Ko Corp. 


Sales meetings can be diplomati 
Good relations in business 
are much the same as befriending 
your neighbor at home — treat him 
with respect 

That is the manner in which Krim- 
Ko Corp., Chicago, approached its 
recent joint sales meeting with our 
newly acquired subsidiary, Bireley’s, 
Inc., Hollywood, Calif. 

General sales meeting was our first 
full scale get-together between the 
two organizations. Bireley’s field sales 
staff and technical representatives met 
with its new management in Chica- 
go's Knickerbocker Hotel, last Fall. 
Those present were heads of the qual- 
ity control laboratory, various depart- 


missions 
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ments, and personnel of both adver- 
tising and public relations agencies 

Our approach to the meeting, as 
well as to business in general, was 
based on mutual interest of the type 
generally found in partnerships. We 
mailed a 16-page topic guide for 
perusal to Bireley’s staff in advance 
of our meeting to prepare for sessions 
A host of subjects were covered. 

We gave Bireley’s staff an oppor- 
tunity in this topic guide to be a 
voice of the bottlers as well as an 
express their 
This was done so Bireley’s 
men would come to the meeting with 
a sense of loyalty to their customers 
should they have any serious reserva- 


opportunity to own 


views. 
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tions about their new management. 

It was our aim to give them carte 
blanche to express themselves. By our 
interest to learn from these men (pro- 
fessionals who have been in the hota 
a good number of years) we hoped 
that we would create an air of mutual 
interest and quickly develop alle- 
giance towards us. 

Informality was keynote of joint 
meeting, Bireley men were encouraged 
to interject thoughts pertinent to the 
subject without waiting for speaker 
to finish. By not holding back com- 
ments we probably get a higher per- 
centage of constructive ideas than if 
Krim-Ko had conducted a stiffly or- 
ganized program 

First half hour of the two-day meet- 
ing, Hunt Hamill, Bireley’s vice-presi- 
dent and general manager, and my- 
self set the informal note on which 
meeting was held 

Saturday afternoon was spent on 
the topic guide mailed prior to the 
joint meeting. Space was left for 
comments by Bireley men before ar- 
rival so meeting would 
smoothly. Although we went 
each point in the meeting, we wanted 
to have comments written down on 
age so Krim-Ko could later formu- 
ate plans and policies for 1960 

Bireley men were questioned on 
beverage flavors. We asked if present 
line was adequate, or if it should be 
expanded or diminished. What were 
the biggest Which flavor 
drink was outstanding in quality? 
Which was the poorest? 


continue 
over 


sellers? 


Seminars provided Krim-Ko with 
an educational guide on paper of the 
beverage industry, from professionals 

Reference to Krim-Ko was kept to 
a minimum except in instances where 
it was unavoidable. Successful pro- 
motions conducted by Krim-Ko were 
shown to indicate the aggressive na- 
ture of the new parent company We 
careful to comparisons 
with General Foods, Bireley’s former 
owners. In this manner, we focused 
complete attention on the new team 

Two-day meeting was broken down 
into a series of reports by sales heads 


were avoid 


of departments and seminars wherein 
manager could discuss 
his opinions. By eliminating a hard 
and fast schedule, men were per- 
mitted to make their points on the 
general topics as they saw fit. Only 
time men were asked to hold com- 
ments was when it pertained to mate- 
rial to be covered at a later point 


each district 


Advertising program was outlined 
for the men. Development of our 
1960 theme, “Have a Ball With Bire- 
ley’s,” was accepted as a well-organ- 
ized program which they could read- 
ily merchandise to Bireley bottlers 
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WHERE 
YOu 
HOLD 

YOUR. 
CONVENTION 
IN DALLAS 
DOES 
MAKE © 
A DIFFERENCE! 


Many hotels offer pleasant guest rooms and comfortable meeting space but few can match 
the personal attention the Baker hotel gives their guests. This seemingly unimportant quality 
can’t be pretended — it has to be real or it doesn’t exist. At the Baker, guests are accorded 
the warmth and courtesy you extend to friends in your own home. This tradition has been a 
vital factor in the innumerable successful conventions held at the Baker. The best meetings 
are composed of happy delegates — which is a Baker 


specialty. For complete information contact the Conven- 


Ven Mamas her Bad Lalor 


Completely air conditioned — 700 guest rooms and suites — Drive-in motor lobby — superb food — 11 meeting rooms all on one floor. 
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BUSINESS ISA 


For top attendance, the Island's 
largest seaside resort . . . every 
facility for a successful convention .. . 
finest beach, pool, golf, tennis, 

sailing. 300 rooms, air-conditioned, 
master chef cuisine 


Joun C. Fiscuspeck II, Gen. Mgr 
Ask for Color Folders and 
nvention rates 
William P. Wolfe Org., Reps 
500 Sth Ave., New York 36 LO 5-1114 


Boston, Chicago, Cleveland, Miami, Phila., Toronto 
Montreal 


SUCCESSFUL MEETINGS 


call tor 


. ar, 
a z-\ PAAN 
VIVA {UAV UAS 


PONTE VEDRA BEACH 
FLORIDA 


| We explained Krim-Ko did not intend 
| to hand down edicts, but rather each 


bottling firm would be recognized as 
an entity. We emphasized one may 


| have problems common to all, but just 
| as often, it is expected one will re- 


quire individual attention from the 


parent company. 

Most important achievement was 
our winning approval and confidence 
of district managers. Managers in 
turn conveyed their new enthusiasm 
to local Bireley bottlers in their area. 

& 


PORTRAIT DRAWS people and sales. Schering Corp. offers “oil” for those who 
purchase assortment of drugs, at a recent veterinary convention in Philadelphia. 


Picture in Oil “Greases Way 


Portraits work as draw for exhibit booth registration. Worked 


as incentive at open house to stimulate orders. Portraits paint- 


ed from small photograph. Use seems to be growing steadily. 


4 


You have heard the remark 


“People never tire of seeing pictures 


HAY 


of themselves.” Gentry Galleries, Ltd 
in New York Cits tend to 
agree based on the growing number 


would 


of companies that use portraits to 
prompt action 

Portraits are used as “come-ons,” 
sales incentives, door prizes, and serv- 
ice awards by such companies as 
Scott Paper, Schering Drug, Airken, 
Glamur Products, Schenley and Phil- 
co 


At the National Housewares Show, 
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Atlantic City, 
ucts, Inc 


last July, Glamur Prod- 
had an exhibit which fea- 
tured portrait offer 
Easy Glamur’s booth was displayed 


In one corner of 


a portrait which stood on an artist's 
easel. With it appeared, “A $100 
Hand Painted Portrait Like This Can 
Be Yours, Free.” 

Lower down on the easel, company 
tacked a cardboard box sign 
which read, “Drop Your Business 
Card In This Box A Winner 
Will Be Drawn Every Day.” 


Glamur received more leads than 


and 


SALES MANAGEMENT 


MARCH 


18, 


1960 


Plenty of ups and downs 


for this glass exhibit 
-without a single break! 


America’s Most Recommended Mover 


@ To introduce new textures and patterns of structural glass to archi- 
tects, American-Saint Gobain Corporation used Mayflower to put the 
show “on the road.” 

Careful handling was essential for each installation and disas- 
sembly. Pre-scheduled exhibition dates demanded exact timing. The 
same Mayflower van, the same experienced driver, met every require- 


ment on this coast-to-coast tour. 


Mayflower accredited movers helped install it; handled repacking, 


reloading, transportation and on-time delivery! 


Send for illustrated booklet on 17 good reasons why you should 
use Mayflower’s special exhibit moving service. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 


Meet with Success 
at the 


HOTEL UTAH 


and 


MOTOR LODGE 


Convention Host at the 


CROSSROADS OF THE WEST 


Salt Lake City, Utah 


@ Outstanding facilities 

© Heart of the city location 

@ Public rooms of various sizes to 
accommodate 14 to 500 

@ Magnificent auditorium seating 
1500 


@ Spacious exhibit hall 
@ Air conditioned 


we fell you more ? 


r write for free brochure 


One of the world’s 
great seashore resorts 


at NEWCASTLE 
PORTSMOUTH, N. H. 


One hour north of Roston 


Convention facilities for up to 
400 persons. Golf. Tennis. 
Shuffleboard. Swimming Pool. 
Boating. Fishing. Clambakes. 
Shore Dinners. Easily reached 
by super highways. 


SEASON: May thru October. 


For color brochure and details 
write James Barker Smith, 


President 


normal from the additional traffic 
stimulated by the portrait. “Quite a 
few of these leads have since de- 
veloped into new accounts,” reports 
Jerry Kearns, director of sales. As 
would be expected, there were busi- 
ness cards entered from people that 


| do not buy rug cleaner products. In 
fact, the company reported a dinner- 


ware buyer was one of the winners. 
“Glamur feels the all around good- 
will that is created was well worth 
the cost of four portraits,” continues 
Kearns. 

Company which displays portraits 
may be in for unexpected sidelights. 
An executive from an appliance com- 
pany was surprised when he passed 
the displayed portrait in the Glamur 
booth. He recognized the attractive 
girl as being the daughter of his re- 
gional sales manager. Conversation 
about the portrait lead to an arrange 
ment whereby the two companies are 
to enter into a twin promotion, which 


will combine their products. 

Philco Corporation offered a free 
pastel painting to distributors and 
dealers who sold additional refrigera- 
tors over their normal quota. More 
than 10,000 additional refrigerators 
were sold in contest which had over 
2,000 winners. 

Company had to create a stimulus 
that would make dealers at Philco’s 
Distributor Open House place imme- 
diate orders for new merchandise. 
Promotion was scheduled for period 
generally considered out-of -season. 
Portraits was Philco’s answer to the 
problem 

An introductory letter kicked-off 
campaign September 24. Letter urged 
distributors and dealers to contact 
their salesmen to select a photograph 
of their favorite person. Photo was 
later turned into a hand painted 16” 
x 20” portrait for salesman who met 
the additional quota. 
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“Smith, about this new four-foot section 
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Now! Get more done, have more fun and enjoy greater prestige- 
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—— OVERSEAS 


in the Convention Capital of the Caribbean 


PUERTO RICO 


...and Trans Caribbean's “Group-Air” Service gets 
your group there in just a few hours from New York 
... Offers a new high in luxury...a new high in savings! 


Perfect setting for business and pleasure! 
Centuries-old churches, buildings, fortifications contrast dramati- 
cally with finest luxury hotels (Caribe Hilton, Condado Beach, 
Dorado Beach, Intercontinental, La Concha, La Rada), distin- 
guished restaurants, theatres, night spots, golf courses, beaches. 
Fishing is fabulous, there are sports of all sorts, and always 
breath-taking is the island's tropic beauty, its aura of romance, 
and consistently temperate climate. Everything you need for a 
successful sales meeting or convention is here. Working hours are 
more rewarding —for everyone is more relaxed, alert ... and you 
enjoy the fresh perspective, greater prestige of meeting overseas. 
NOTE: And there's the added advantage of being less than 1 hour 
from the U.S. Virgin Islands — for fabulous Free Port Shop- 
ping and exciting side trips. 


Trans Caribbean’s ‘‘Group-Air’’ Flight Plan 
is a specialized group service to provide maximum convenience 
and economy! 

® You enjoy the safety, comfort and efficiency of scheduled air 
travel on Super DC-6B radar-equipped planes, including hors 
d'oeuvres, meals and beverage service. 

® We make all hotel, sightseeing and other arrangements for you, 
help you plan your meetings and run them smoothly from start to 
finish — spare you the wear and tear of hundreds of burdensome 
details and offer you substantial savings. 


Your travel agent will be pleased to arrange any Trans Caribbean 
“Group-Air’ Flight, at no additional cost. Consult him or 


TRANS CARIBBEAN AIRWAYS 


“Group-Air” Department 
375 PARK AVENUE, NEW YORK 22, N.Y. © MURRAY HILL 86-4400 
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Standards Set for Filmstrips 


National Audio-Visual Assn. recommends standard way to pre- 


pare filmstrips. Uniform system, if adopted, will cap two- 


year study. NAVA specifications for filmstrip are outlined. 


Projectionists in the future will be 
able to use a standard 35mm filmstrip 
if the National Audio-Visual Assn 
has its way. After more than two 
study, NAVA’s filmstrip 
standards committee has submitted to 
American Standards Assn. specifica- 
tions which (if accepted) will provide 
for a “universal” filmstrip. Anything 
but film consistency has earmarked 
the medium until now. 

NAVA recommends specifications 
in hopes that a revised American 
Standard for filmstrips will result 
Pending official action has not stopped 
several manufacturers from embracing 
NAVA’s plan with announcement that 
they intend to proceed immediately 
with the new standards. 

Reaction to NAVA specifications 
has been favorable, according to its 
Vice-President Harry W. Marks. He 
reports, “Response from several hun- 
dred audio-visual people who at 
tended last year’s convention indi- 
cated strong backing for the move.” 

Standard represents the careful 
a professional group of 
users, 


vears of 


analysis of 
labora- 
tories and equipment manufacturers 
NAVA’s standards committee is not 
i matter of the “big boys” just get- 


filmstrip producers, 


ting together. Rather its work is de- 
signed to help the whole filmstrip 
industry. 

Don Bauter, vice-president, Cathe- 
dral Films, expresses goal as, “Our 
committee's purpose in preparing 
these specifications is to make it easier 
to use filmstrips. In view of the rap- 
idly widening acceptance of filmstrips 
as teaching and training aids, the 
audio-visual industry wants to do 
everything possible to simplify their 
use and remove technical road blocks 
to wider use.” 

NAVA include 
such film details as size of frame to 
be projected, length of film leader 
and trailer, and where identifving in 
formation should appear 


recommendations 


Recommen 
dations includes that color filmstrips 
will have several green frames as lead 
ers and red frames as trailers 
Numbers in NAVA’s specifications, 
which follow, correspond to the num 
bers in film diagram. Proposed stand 
ards are: (1) Film lead is to be cut 
straight across at 90 degree angle 
from film’s edge. (2) “Start” in block 
letters should appear in first three 
frames against background. If film is 
colored, white letters are to appear 


on green background. “Start” frames 


is to be further marked with a % in 
white dot in upper left hand corner 
(3) Distance — DL — from beginning 
of leader to focus frame should be 
approximately 6% ins Information 
lentifying filmstrip may appear in 
frames four, five, six and seven paral- 
lel to film’s edge 

(4) Focus frame — number 10 frame 

should contain a simple diagram so 
projected picture may be accurately 
located and sharply focused. (5) Title 
frame should not appear sooner on 
film than frame 11. (6) If sound ac- 
companies filmstrip, notation will ap 
pear in frame 10 — focus frame — to 
tell operator proper frame with which 
recording is to be started. (7) Trailer 

DT — must be at least equal dis 
tance to the circumference of film con 


1¢ 


tainer. Storage protection of film's 
viewing portion is given by leader 
and trailer. (8) Last two frames should 
show “End” in white block letters on 
black background. If film is colored 
white letters should appear on red 
background. (9) Frame ratio should 
be three to four or 885 x .668 ins 
in size. Tolerance of plus or minus 
003 ins. is allowed 


* 
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FILMSTRIP 
IDEAS TIFICATION 


DIAGRAM shows new 35mm filmstrip specifications submitted to NAVA for approval. Adoption will standardize the medium. 
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A New Concept in Hotel Luxury and Convenience 


OPENS FALL 1960 


< 7 ae & 


at CHICOPEE, MASSACHUSETTS 
Mass. Turnpike at Springfield, Exit 6 


Years of research and planning have gone into the building of the new 
Schine Inn at Chicopee. Here is the flexibility, the modern conveniences, the year- 
round recreational facilities every convention guest and traveller enjoys. 

This amazing adaptability is exemplified by meeting capacity for groups up 
to 1500, easily convertible with mobile partitions into smaller conference areas. 
Light-controlled meeting rooms, advanced hi-fi PA systems and 16 and 35 mm 
theatre projection units assure the smooth operation of any meeting, whatever its 
size of demands. 

After the meeting, guests relax in air-conditioned suites, richly furnished 
with luxurious king-size beds, deep-pile wall-to-wall carpeting, and easy-to-view TV 
sets. Spacious baths are accented with thick, soft towels, and the beautiful decor of 
each room makes it ideal for informal entertaining. 

Sports-minded convention members find year-round recreation . . . ice 
skating, swimming, tennis, golf and bowling. The Schine Inn's location on the Mass. 
Turnpike at Springfield means easy accessibility via super-highways. It is directly 
served by main-line railroads and airlines. The Schine Inn at Chicopee is now ac- 
claimed America’s most advanced, most strategic resort-hotel. 


* Superb restaurants and lounges for every taste . . . Wiggins Tavern, Copper Kettle, Lantern Inn. 
* 40-lane, ten-pin bowling alley, with restaurant and cocktail lounge. 
* Parking for more than 800 cars. Men's and Women's Health Club. 


FOR RESERVATIONS: 

CHICAGO, AN 3-6222 NEW YORK, MU 80110 
LOS ANGELES, DO ?-7011 MIAMI! BEACH, JE 1-6011 
WASHINGTON, D.C., EX 3-0929 BOSTON, HA 64396 
SAN FRANCISCO, EX 2-4330 


TKE AMBASSADOR HOTEL and COCOANUT GROVE, Los Angeles, California 

THE RONEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida 

THE MCALLISTER HOTEL and El CENTRO DE LAS AMERICAS, Miami, Florida 

THE HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass. 

THE GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida 

THE SCHINE AIRPORT HOTEL and MOTOR INN, Bradiey Airfield between Springfield, 
Mass. and Hartford, Conn. 

THE QUEENSBURY HOTEL and MOTOR INN, Glens Falls, New York 

OPENING 1960 

THE SCHINE INN at Chicopee, Massachusetts, Exit 6 on the Mass. Turnpike 

THE SCHINE INN at Massena, New York 


EXECUTIVE OFFICES; 120 24th Street, Miami Beach, Florida 
NEW YORK OFFICE: 375 Park Avenue, New York, New York 
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How to Keynote a Meeting 


Major job for keynoter is to set goal fer audience — to point 
out results audience might expect. Good keynote should moti- 


vate, inspire and set climate, mood and tempo for meeting. 


By B. B. GOLDNER, Ph.D. 
Consulting Editor 


Custom calls for a keynote address 
at political conventions. Most asso- 
ciations use or consider a keynote ad- 
dress for their annual conventions. 

How about sales meetings? Is it 
a good idea to have a keynote ad- 
dress; and if it is, what should it 
cover? 

Sales meeting, political convention, 
association meeting, conference, board 
meeting, planning session—every meet- 
ing should have a keynote address or 
statement if only a half dozen words 

Keynote speech is a sign post or 
billboard. It tells (or should tell) 
what's coming. Like signs you see 
along the highway, the keynote can 
be dull, unattractive, difficult to make 
out, hard to understand; or it can 
be bright, enticing, clear and unmis- 
takable. Your sign (keynote) can 
arouse interest and intrigue your au- 
dience or it can promise nothing but 
boredom 

Just what is a keynote and what 
should go into it? It is your opening 
remarks. It is provocative. It sets the 
right tone for the rest of the meeting. 
It's the strong opener for a winning 
hand—a rocketing starter to overcome 
the inertia of a body and mind at 
rest (and tending to remain that way). 

As a keynote speaker, what do you 
want to say? Your major job is to set 
the goal for your audience. You have 
to crystallize immediate and ultimate 
results your audience might expect 
from the meeting. Basically, you have 
to explain why the meeting is taking 
place and why each member of the 
audience should strive to reach the 
goal set for the program. 

There are three elements of a good 
keynote address: 
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1. Motivation: People have to be 
given a reason to want to do more 
than simply fill chairs. Keynoter must 
appeal to the brain and common 
sense of his audience so that it will 
work at getting something of value 
from the meeting 

2. Inspiration: A sincere but ef 
fective approach should be made to 
the heart and imagination. (While your 
audience should be doing feet-on-the 
ground thinking, it should be stimu- 
lated to let minds “go into orbit.” 


3. Climate, mood, tempo: Key- 
note must finely tune the audience 
to management's attitude toward the 
goal. (Here there is danger. Should 
you set a false note, your audience 
will find it out and disregard the 
route you would like it to take.) 

The keynoter has to overcome “pre- 
pared boredom”; hence he must cap- 
ture interest at the very beginning 
Most experienced keynoters use humor 
for this purpose. Good keynoter has 
a stock of appropriate anecdotes to 
get the audience into a listening 
mood; Not only must the audience 
start to listen, it must learn quickly 
that the “same old stuff” will not be 
offered. 

Besides humor, another _ barrier- 
breaker is the audience poll. “Let me 
see by a show of hands how many 
of you had an order turndown yes- 
terday because the buyer said he was 
overstocked,” says the keynoter. Be- 
fore he asked this question (or any 
question), he knew many hands would 
go up. He then talks about the prob- 
lem and how this meeting is geared 
to salve it. (He doesn’t give the solu- 


tion, but promises that one is com- 
ing.) 

Your job as keynoter is to whet 
the appetite for the fine “courses” 
that are to be served up. You must 
present enough to get the saliva flow- 
ing and the teeth ready to bite into a 
meaty repast 

While the keynoter must be well- 
informed, self-confident and well-pre 
pared, he must above all be enthu- 
siastic. If the man who knows all 
about the “goodies” to be served 
doesn’t lick his chops, why should he 
expect his audience to be eager 

Important to any keynote is that 
members of the audience understand 
that they are important. Keynote 
should indicate that each man is be- 
ing addressed as an “insider.” Some 
advance information is given so each 
man feels he knows what's going on 
Another vital point: Let them know 
why, when. you indicate what is to 
happen. People respond faster when 
thev know why they are supposed to 
do something. Unless they know 
why, they'll spend more time trying 
to figure out motives than on under- 
standing what is to be done 

Another function that a keynoter 
serves is to get everyone to be proud 
that he belongs to the organization 
and eager to be part of the job ahead 
He must strive for cooperation and 
avoid the unspoken stigma of just 
being “nice.” He has to foster respect 
and not fear; enthusiasm without go- 
ing “cornball.” 

Dynamic keynoter keys up his au- 
dience to a fine pitch. It is eager for 
what is to come next. It feels that it 
is investing time—not just spending it, 
and certainly not wasting it. People 
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vocuum tubes, reloys, etc., moke North Americ 
Glove* handling ao must in order to meet co 


and show dotes 


“Not a damage claim 


in 15 years shipping exhibits 
by North American Van Lines” 


says Hugh Hood, General Mgr., 
DESIGN BUILT STUDIOS, INC 
Long iIsiand City, N.Y. 


“Exhibits must arrive at destination on time and in 
good condition—so we find dependability in shipping 
a very important matter. For over 15 years we have 
used North American Van Lines in the coast-to-coast 
transportation of delicate and costly exhibits without 
a single damage claim. 


*‘When North American knows the date of a show, on- 
time delivery is a ‘must’ for them. And at any time, a Whatever the nature of your exhibit, display or road show — 
‘ ? a ? is te = : get the facts today on shipping it UNCRATED—the North 
local phone call gives us the exact van location in a Seoente ie Shan eine” cme ee cme fened Sart 
matter of minutes.”’ American agent (he's listed under Movers in the Yellow pages) 
*Trademork or write to World Headquorters today 


NORTH AMERICAN VAN LINES, Inc. / World Headquarters / Dept. 2!-6 / Fort Wayne, Indiana 


'N CANADA, NORTH AMERICAN VAN LINES CANADA LTD., PICKERING, ONTARIO...IN EUROPE, NORTH AMERICAN VAN LINES EUROPE, GMBH, MANNHEIM, GERMANY 


"I've got to get an early stort—there ore five courses 
nearby and the Convention only lasts a week” 


Complete Convention 
Facilities 


Yony 
@ notes courtTGD 


OVERLOOKING THE GULF OF MEXICO 
Write, Wire or Phone Collect if You Prefer 
Ben Bass, General Manager 


West Beach, Biloxi, Miss. * Phone ID 2-1551 + TWX 389 


Just halfway between Chicago and Miomi on The fobulous 
Mississippi Gulf Coast 
Another Dumas Milner Adventure in Hospitality 
1o% 


ae 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
small conference rooms—250 exqui- 
sitely appointed rooms—complete 
‘air conditioning. 
PLUS...Recreational facilities, includ- 
ing an. Olympic-size swimming pool, 
tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
OF PALM SPRINGS 


Write or phone for information 
or reservations 
Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 


Palm Springs RIVIERA 
1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 


in the audience expect to accomplish 
something at these sessions. They are 
primed to think. 

Of course, once your audience gets 
the keynoter’s build- up, you must de- 


liver it. If you promise a meeting 
that’s different, it had better be. Peo- 
ple in audiences rh: wonderful mem- 
ories (constantly recharged by 
pers and offhand remarks). 


whis- 


TWO-WAY MIRROR shows salesman in film how prospect sees him. 


How to Get ‘Em to Agree 


Film helps to train in the art of getting people to agree with 


you. It covers three techniques to use. Designed as sales 


training film, it can be used for executive training as well. 


“The Engineering of Agreement,” 
a recent Roundtable Production film, 
dramatize three techniques to help 
executives, supervisors and salesmen 
better reach agreement with others 
Primarily a sales training film, it ex- 
plains agreement process “tools.” They 
should not be considered a push but- 
ton method to harmony, film explains 
but must be applied creatively to fit 
situation 

Film points out that to persuade 
effectively you must develop ability 
to see the other's point of view. Actors 
use a two-way mirror to demonstrate 
principle. One can accomplish goal 
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by (1) drawing-out person to obtain 
his viewpoint, and (2) directing 
thoughts towards agreement. 

Common stereotype that character- 
izes the salesman as agressive, talka- 
tive and extroverted, tends to make 
salesmen “see that 
light. Film points out this self-ap- 
praisa! is another barrier to use of 
good psychological techniques. Much 
like salesmen, bosses often think of 
themselves as dominant, authoritative 
and demanding. 

Training film is an explanation of 
how to sell. Complete with a follow- 
up practice session, it permits viewers 


themselves” in 
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to profit from the mistakes of others 
Film has three basic phases. A situa- 
tion is run through with mistakes and 
commentary. In second phase, situa- 
tion is re-acted, but with corrective 
measures — use of three techniques. 
Third phase is a practice session that 
follows movie (on the same reel) in 
which responses similar to those in the 
film are given. Class instructor stops 
projector and gives trainees time to 
write down their replies, after each 
statement. 

In first phase, film character Don 
Sawyer unknowingly makes five basic 
errors. Over-all error is his uncon- 
scious lack of consideration. He tries 
to push prospect into acceptance. He 
argues in the heat of selling. He 
bludgeons prospect with strong points 
He threatens by pointing out prospect 
is “missing chance of a life time.” 

“Engineering of Agreement” shows 
that one can more quickly learn an- 
other's viewpoint through the “open 
question” technique. An open ques- 
tion is one that cannot be answered 
by a simple “yes” or “no.” Questions 
are phrased in such a manner as to 


diplomatically force prospect to state 
his opinion. Through technique, pros- 
»yect sees that you are interested in 
bis opinion, which goés a long way 
towards creating a “climate for agree- 
ment.” Film example of an “open 
question” is, “I have given a lot of 
thought to this plan, what do you 
think.” (Question followed a presen- 
tation that just had been made.) 

Related to the open question is the 
“reflection” technique. In plain words, 
interviewer or x neh simply re- 
phases prospect's ideas to pin-point 
prospect's attitude. Prospect often 
states opinions in such a way as to 
hide the real issue from himself. To 
be a skilled user of the technique, you 
must be able to listen carefully and 
select salient points from prospect's 
conversation. Film suggests it is more 
important to listen to what a person 
means rather than to what he says 
Technique accomplishes several things 
in addition (see box). 

Follow-up technique to keep a two- 
way conversation going is that of the 
“directive question.” Technique al- 
lows you to gather additional infor- 


“Reflection” to Win Agreement 


Refiection (an accepted psychological technique) is used in training 
film, “The Engineering of Agreement.” Film character Don Sawyer wins 
approval of his plar: from prospect John Castle. Technique (rephrasing 
prospect's ideas) is one of three used to win agreement. Less obvious 


advantages of “tool” cited in film are: 


1. Reflection avoids arg 


. 1 enabl 


you to respond 


without rejecting or accepting what he has said. 


2. It shows that you understand what he has said. If your 
reflection is erroneous, he will correct you. This, in itself, can 
go a long way towards mutual understanding. 


3. it shares feelings, which tends to create a “climate for 


agreement.” 


4. lt will better enable him to see if he has been illogical 
or irrational (based on false fears) when he hears you express 
his ideas. To get him to correct his mistaken impressions re- 
lieves you of this responsibility, which tends to reduce friction 


between you. 


5. It will often allow him to forget bad ideas (he may be 
stuck with) after you apparently have accepted his statement. 


6. It enables him to pick up his main idea again so that he 
may continue a logical progression in his thinking. 


7. It encourages him to express further or clarify some- 


thing he has said. 


The Warwick 


AT ROCKEFELLERCENTER 


WHERE BUSINESS MEETINGS 
FUNCTION SMOOTHLY 


On their toes, with the best facilities and 
appointments at hand, the Warwick staff is 


pp sag satisiaction to those in charge 


WHERE CONVENTIONS 
REPEAT FOR GOOD REASONS 


ERWIN H. 
SCHLICHT 
General Manager 


Write or Phone 


SALES 
DEPARTMENT 


65 West 54th St. 
New York, N. Y. 
Cl 7-2700 


COMPLETELY 
AIR 
CONDITIONED 


FABULOUS SAGAMORE 
WHERE THE GOVERNOR'S CONFERENCE 
WAS HELD 


GREATEST IN 1960 


NEW FOR 1960 


WONDERFUL! EXCITING! 


HEALTH CLUB 


NEW BUILDING 

MEETING ROOMS 50 TO 500 
® LARGEST CONVENTION THEATRE IN 
UPSTATE NEW YORK * ALL GUEST 
ROOMS AIR-CONDITIONED * “ONE 
OF THE TEN BEST GOLF COURSES," 
says N.Y. Times * GREAT CUISINE 


MAY - JUNE - JULY - AUG. - SEPT. 
IDEALLY LOCATED IN THE 
MIDDLE OF NEW YORK STATE 


= 


tis ae 

Si BEAUTIFUL LAKE GEORGE 
BOLTON LANDING, N.Y. 

N. Y. Offce—148! Broadway Wis. 7-3700 


—_" 
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- For The Life of Your 
Convention 


and The Convention 
of Your Life 


THE 


BRETTON WOODS 
NEW HAMPSHIRE 


The lorgest and finest convention meer- 
Ing resort In New England. 10,000 acre 


estate. 10 separate meeting rooms, e»- 


hibition hall, dining room seating 800, 
completely trained staff to moke your 


work co pleasure. 18-hole golf course, of 


sports, entertcinment, and the greatest 


chefs In the U.S.A. Convention seasoa, 


June thre October. Write today for 
brochures, programs ond menvs, 


All Inclusive Rate . 


; WIN CHESLEY 
DIRECTOR OF SALES 


. » Me Extras! 


1 East 57th St., New York City, Plaze 5-760 


HOTEL 


a , Want Wastinglor 


YOUR IDEAL CONFERENCE 
HQTR’S 


- s from Broadway 


30 non-stop miles from New York 
City. Secluded, relaxing atmos- 


phere in Rockland County. Flexi- 


ble facilities to accommodate 
groups of any size, from meetings 
for 10 to national conventions 
or banquets for 500 or more. 


© 27 Hole Championship Golf Course 
© Swimming — Tennis 

© Billiards — Ping Pong 

© Recreation and Card Rooms 

° Ballroom and Cocktail Lounges 
e 65 Modern, Luxurious Bedrooms 


and Suites 


* Completely Air Conditioned 


Spring Foch 
7 COUNTRY CLUB 
Spring Valley, N.Y. 


ayy SE 


Elmwood 6-3200 mae om na 
| 


mation in areas where it is needed. A 
salesman asks, “Just what are the 
problems you believe this plan will 
cause you.” Film shows mutual un- 
derstanding is developed through 
questions of this type. 

Combined, the three techniques in 
the film help to enlarge the area of 
agreement, which, film explains, re- 


duces importance of the area of dis- 
agreement. Successful selling is merely 
winning another's approval, which is 
agreement. 

Roundtable Productions provides a 
training booklet to aid instructors to 
teach their sales classes. However, 
principles may be = easily in 
other areas as well 


Salesmen Pay $5 for 
Ticket to Sales Meeting 


To dramatize money-back guarantee, Gossard makes salesmen 
buy $5 ticket to attend ad session at sales meeting. Salesmen got 
back $4.95 in cash attached to promotion portfolio with new plan. 


Salesmen who invest their own hard 
cash will pay closer attention to a 
sales meeting program. This is the 
principle H. W. Gossard Co., Chicago, 
used when it charged $5 admission 
fee to part of its annual meeting 
Reaction by Gossard’s sales personnel 
was a combination of surprise and 
personal curiosity. 

In the 60 years that the company 
has been holding annual sales meet- 
ings in Chicago, the affair has been 
strictly “on the house” — with trans- 
portation, hotel, and meals all paid 
by Gossard 

Purpose of the meeting was to sum 
up the year’s activities, to introduce 
the spring line, and to explain and 
sell the group on promotions that will 


spark merchandise sales for the next 
six months 

Five-dollar admission charge (idea 
of Marion Hilker, Gossard advertising 
manager) was proposed for the sex 
ond day’s all important advertising 
session. She and her staff personally 
collected the fee in exchange for an 
admission ticket from each member 
of the sales force 

Although some men balked, thev 
were assured that admission fee was 
covered by money-back guarantee, 
and equally assured that they would 
not be admitted to the meeting room 
unless they had a ticket 

Reason for admission charge was 
not only to surprise group, and make 
sure they had a personal investment 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES 


Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 
Advise us your needs, number in group and dotes 
of meeting. We'll give you fullest cooperation 
CONVENTION BUREAU—-CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. 
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in the meeting, but to drive home 
dramatically sales reasons behind the 
key spring promotion. 

For first time, Gossard issued a 
“golden guarantee” on special gar- 
ment group for fit, fashion and com- 
fort, and agrees in its advertising to 
refund the purchase price if customer 
is not satistled. 

Promotion was explained in a 
handsome sales portfolio, designed to 
be used by salesman as a colorful 
presentation of promotion in an in- 
terview with foundation buyers. Port- 
folio contains information on rationale 
of promotion, advertising and other 
supporting material available. Before 
ak salesman was given his port- 
folio, he was required to turn in the 
other end of his five-dollar admission 
ticket. 

Cover of the brochure had $4.95, 
in four one dollar bills and 95c in 
change, pasted to it. 

Cover line read, “4.95 x 1,166,522. 

Did You Get Your Share?” The 
$4.95 is a particularly meaningful 
figure to the salesman, since this is 


the store's profit on each “golden 
guarantee” garment sold. 

Five-dollar fee not only meant a 
surprise element in the sales meeting 
but it turned into a financial fact of 
which both Gossard salesman and re- 
tail buyer should be aware. 

The money was removable, with 
comparable dollars and cents outlined 
in white on the black portfolio cover. 
But, Mrs. Hilker recommended to the 
men that cold cash be left tipped on 
for a more dramatic effect. 

Playback from the selling field 
proves strength of salesman’s presen- 
tation to the buyer: Gossard has dis- 
tributed more supporting material for 
this spring promotion to their retailers 
than for any other spring selling sea- 
son. 

Since promotion did not break in 
the stores until March, it is still too 
early to tabulate actual success on re- 
tail level. But Gossard believes the 
five cents each salesman actually paid 
out for his admission ticket will prove 
to be a golden investment in profit 
for spring 1960. @ 
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“Now would you like to ask me some questions?” 
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RSA EAA ASAE SE 
tap the pro 
to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va 
cation plans—iet this pro handle all the 
details. Write or phone any of our offices 


for fas< answers to group travel probiems. 


ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N. Y 
1627 K Street, N.W., Washington 6, D. C 
200 South Michigan Avenue, Chicago 3, Iilinois 
Buhi Building—Lobby, Detroit 26, Michigan 
510 West Sixth Street, Los Angeles 14, California 
350 Post Street, San Francisco 8, California 
811 S.W. 6th Avenue, Portland 4, Oregon 
22 Providence Street, Boston 16, Massachusetts 
Simpson’s—6th Floor, Toronto, Ontario 


The SCG 
crests tte 


Your convention oasis on 
Captivating Cape Cod... 


Mere Hours from half the U.S.A. and 
Canada by Turnpike and Parkway. New 
modern accommodations for groups up 
to 350. Private Meeting Rooms « Party 
and Banquet Facilities * Golf * Ocean 
Swimming * Riding * Tennis + Sailing 
Deep Sea Fishing. « Entertainment and 
Dancing « Attractive Group Rates 


Write or call: 
Joseph B. Mohr + Owner Philip Balter + Manager 


sea crest ii: 
NORTH FALMOUTH. MASS. 
Hotel Tel: Kimball 8-3850 
New York Office: 
37-12 58th St. * Woodside, 77, NY 
Tel: Havemeyer 9-1612 


HUDDLE SESSIONS between conference leader and supervisors results 
in plans on how to present a problem to a work simplification group. 
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BULLETIN BOARDS are used to give recognition to round-table members 
who make outstanding contributions. Postings spark others as well. 


Round Tables Cut Costs 


Texas Instruments uses work-simplification sessions to lower 


production costs. Employes brainstorm production problems. 


Their aim is to “work smarter, not harder.” Savings mount. 


By DONALD J. WEBB 
Work Simplification Engineer, Texas Instruments, Inc. 


Texas Instruments, Inc., Dallas, uses 
employes’ round tables to cut produc- 
tion costs and increase profits 

At the Semiconductor-( vomponents 
Div. “work simplification” is more 
than a routine proceduce with us — it 
is a “state of mind.” It requires a 
questioning attitude on the part of all 
Individuals in the com- 
pany must be able to accept change 
and be alert to new courses of action 
without undue loss of motion. 


personnel 


Several years ago, we faced a basic 
question at Texas Instruments: “Should 
our cost reduction efforts take the 
‘expert’ or the ‘general’ approach?” 
Answer to this question was to let 
us try both. Company embarked on 
a sustaining program to assure a staff 
of competent engineers for the “ex- 
pert” approach. For the “general” 
approach, it was decided to get all 
employes in an improvement pro- 
gram. All employes were invited and 
trained to uncover cost reduction im- 
provements, with the assistance of 
their supervisors 

Important part of the work-simpli- 
fication program is traiming conter 
ences where employes meet in small 
groups. They are introduced to a par- 
ticular work problem in some familiar 
area of production. Part of the ses 
sion is devoted to company work 
philosophy and techniques. After that, 
creative probing begins 


& Seventeen produc tion workers walk 
into a plush room and sit down at a 
mahogany conference table. Each in 
troduces himself and describes his job 

Room for employes round table is 
especially designed to stimulate think 
ing in a relaxed atmosphere. Furnish 
ings tend to impress and up-grade the 
importance of the workers. To add 
to this feeling, no telephone calls or 
other interruptions are allowed 

To begin the first session, I often 
start with a remark similar to this 
“There's a total of 169 years of expe 
rience gathered around this table. I've 
only had 10 years’ experience. Col 
lectively, you're a lot smarter than me 
or any other individual here.” 

Purpose of round-table conferences 
is to create a climate in which im- 
provement in work methods can take 
place Any equipment needed to con- 
duct the session is controlled by the 
conference leader 

Work-simplification process at Texas 
Instruments begins with a conference 
of employes aimed at stimulating a 
desire to improve work methods. To 
help employes understand the need 
for improvement, frank discussions on 
market conditions, job security and 
earning power are conducted. Through 
indirect approach, employes begin to 
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WHAT? 


CONVENTION 
IN CANADA’? 


There’s no better place to hold it. Where else could you find the exciting travel adventure of a foreign jand—plus convention facilities 
and services unsurpassed anywhere . . . and it’s economical too. Only Canadian NATIONAL offers you the wide selection of ten easy- 
to-reach hotels—strategically located coast-to-coast in picturesque Canadian settings. For full information, including thorough travel 
and convention planning services, write: A. P. Lait, Manager, Convention Bureau, Canadian NATIONAL Railways, Montreal, Canada. 


MONTREAL—*THE QUEEN ELIZABETH ¢ OTTAWA—CHATEAU LAURIER ¢ VANCOUVER—HOTEL VANCOUVER! 


e JASPER NATIONAL 
PARK—JASPER PARK LODGE «+ EDMONTON 


THE MACDONALD ¢ SASKATOON—THE BESSBOROUGH «+ WINNIPEG—THE FORT GARRY 
HALIFAX—THE NOVA SCOTIAN « CHARLOTTETOWN—THE CHARLOTTETOWN ¢ ST. JOHN'S—NEWFOUNDLAND HOTEL 


YES! TRAVEL RELAXED ...TAKE THE TRAIN 
>. 


*A CNR Hotel operated by WHAT 
Hilton of Canada Ltd. 

tUnder joint management 

of Canadian National 


A — aa ; 
Sc", CONVENTION! (PE Ml CANADIAN NATIONAL RAILWAYS 
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feel that management welcomes the 
opinions of subordinates 

Texas Instrument employes are 
treated as people. No reference is 
made to their clock number. Before 
initial conference begins, each con- 
feree is contacted personally and wel- 
comed to the round-table 
which places him at ease. Approach 
tends to reduce the usual “ice-break- 
ing” period once the conference starts. 

Partially responsible for the success 
of these round-table discussions is the 
degree to which the conference leader 
can establish rapport with the group. 


series — 


THE PERFECT 


CONVENTION By 


HOTEL 


A well-proposed common purpose 
helps lay the ground work for future 
productive discussions. 
Work-simplification program as we 
use it at Texas Instruments uses the 
popular technique of “brainstorming.” 
Sessions pinpoint a production prob- 
lem to the people who know the most 
about those jobs (the workers who do 
them). Out of the group comes a 
collective solution. Workable plans 
are applied, which in turn saves the 
company money. These savings justity 
the expense to put the program into 
operation in the first place. In addi- 


THE PERFECT 


VACATION 
HOTEL 


Z 


Standing big, bright and beautiful in downtown Miami... 


the New Everglades offers resort hotel comforts and luxu- 


ries; modern, complete convention facilities and near- 


everything, downtown convenience (and right on U.S. 15). 


THE NEW 7 


write or phone for complete details: 


@ NEW! 4 SPECIALTY RES- 
TAURANTS .. . each dif- 
ferent, each delightful . 
including the high-in-the- 
sky EVERGLADES ROOF 
and its breath-taking 
Underwater Ballet 


NEW! 3 COCKTAIL 
LOUNGES! 


BISCAYNE BOULEVARD «+ 2nd TO 3rd STS + 


168 


@ NEW! AIR-CONDITIONING 
THROUGHOUT 
dual heating and cooling 
room controls 
NEW! MIAMI'S ONLY ROOF- 
TOP SWIMMING POOL... 
sun-and-play deck ...shuf- 
fleboard & 12,000 sq. ft. of 
landscaped Roof Gardens 


Siu (ades- 


reservation manager FR 9-5461 


@ NEW! SPACIOUS OUTSIDE 
GUEST ROOMS — 500 

@ NEW! PARKING FOR 500 
CARS ON PREMISES 

@ NEW! LARGEST AUDITORI- 
UM IN ANY MIAMI HOTEL 
... Capacity 2,000—pius 10 
meeting rooms accommo- 
dating from 25 to 500. 


. Indivi- 


OVERLOOKING THE BAY + MIAMI FLORIDA 
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tion, participants feel they are con- 
tributing something to the company 
over and beyond what their job re- 
quires. 

Solutions to problems may mean 
the elimination of a job or creation 
of a new one. Departments may be 
consolidated, or divided into separate 
operations in the interest of lower 
production costs 

Conferences are not crowds of 
workers in a room going off in several 
directions at one time. Conferees are 
given a plan, a method in which to 
direct their efforts. Round tables serve 
as a guide to creative thinking. 
the activities, participants 
come to realize the importance of 
helping the company continue the 
fight to keep costs down. Money 
saved indirectly benefits employes 
Employes actually help themselves, 
since job security and more pay 18 
based on company’s profits 


From 


Banquet is held for each group 
when the series is completed 
mony 


Cere- 
“graduation certifi 
cates” from management for confer 
ees. Special honors awards are given 
to those who show originality and 
create projects which result in great 
cost reductions. Movies are taken of 
outstanding projects thought up by 
various round tables and they are 
shown at the graduation banquet 
Finale promotes a sense of accom- 
plishment in graduates. Knowledge 
that management considers their con- 
tributions important goes far to en- 
courage men to keep sharp eyes out 
for new money savers while on the 


job 


includes 


Conferences are carefully planned 
to keep the people actively partici 
pating in various discussions, demon- 
strations and group activities. Con- 
ferees are encouraged to engage in 
outside projects to keep their interest 
at a high level. Group leaders con- 
tinually look for better, more inter- 
esting way to present material. The 
knack is to come up with something 
a little different, a little unusual, 
which keeps people talking about 
work simplification meetings 

Most often used visual aid is mo- 
tion pictures taken in the plant to 
show areas and jobs with which con- 
ferees are acquainted. Motion pictures 
are useful to outline problems. Note 
taking is not required to those who 
attend as each session has prepared 
notes — data which is handed out at 
the end. By the end of the series, 
each person has a complete notebook 
of outlined material to keep as ref.- 
erence. 

Group effort in industry to improve 
production techniques and reduce 
cost is not new. However, at Texas 
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Instruments it is an effort to encour- 
age employes to realize that the key 
to success is to work smarter, not just 
harder. Workers are expected to use 
training series as basis to go on and 
discover new low-cost production 
methods. 

What has been the results at Texas 


Instruments? Work simplification ap- 
proach to work improvement has con- 
tributed not only measurable cost re- 
duction, but has also helped maintain 
a favorable attitude towards change 
an important aspect in the rapidly 
moving field of the electronics indus- 
trv. @ 


ONLY NOTE TAKER at meetings is President Edward W. Danien 


15 Years of Bull-Sessions 


According to all statistics, basic 
idea of an informal, unstructured, 
weekly bull-session should not pro- 
duce results—from a business stand- 
point. But at least one company, Pre- 
cision Plastics Co., Philadelphia, 
finds that weekly “Friday forums” are 
the answer to many of its business 
problems. How and why do they work 
when the odds are against their suc- 
cess? 

Edward W. Danien, president, Pre- 
cision Plastics, acts as moderator of 
the Friday afternoon meetings. Al- 
though a planned agenda would de- 
feat his purpose of the meetings, he 
has subjects in mind for discussion 
which he presents when the group of 
executives gather together. Attend- 
ance at meetings is not compulsory, 
but Danien points out that the in- 
formal atmosphere and knowledge 
that his men have gained for their own 
benefit from previous meetings, have 
proved a constant drawing card. Half 
of meetings to date have had 100% 
attendance but there have never been 
more than two men missing from any 
of the Friday forums 

Danien says that at least half of 
the discussions were productive be- 
cause of specific business problems 
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that were solved during the exchange 
of ideas. “However, all are worth- 
while because the informal brain- 
storming sessions improve the general 
morale of the men,” he points out 


& Precision Plastics is primarily con- 
cerned with better service to its cli- 
ents. It cannot boast of any phenom- 
enal ideas that have come from meet- 
ings, but can cite many worth-while 
results in the form of cost-cutting 
techniques and better customer serv- 
ice procedures. Salesmen sometimes 
attend sessions. In one instance, as a 
result of a discussion, two salesmen 
voluntarily exchanged territories with 
Danien’s approval. During their in- 
terchange of ideas, each man learned 
that he was having “personality” con- 
flicts in his respective territory. After 
exploring the subject, both were con- 
vinced that a switch would solve each 
other's problem. What's more, it did! 
Both clients and salesmen are com- 
pletely happy with each other as a 
result of the change. 

On many occasions, President 
Danien invites outsiders to attend his 
weekly forums, particularly when he 
feels that a guest can contribute to 
the meeting. ® 


The ideal incentive 
vacation plan 


LUXURY 


RESORT HOTEL 
FACILITIES AT 


Modest Cost 


AT THE 


Marriott 


MOTOR HOTEL 


AND THE 


Marriott Key Bridge 


MOTOR HOTEL 
BOTH IN 
WASHINGTON, D. C. 


... just minutes away from 
all historic shrines 


Over 500 beautiful air conditioned 
rooms with free TV, Hi-Fi and 
radios. Swimming pools. Outdoor 
ice skating rink in winter. Fine golf 
courses nearby. Scenic cruises 
along the Potomac. 


Luxury accommodations 
PLUS 8 full course meals 


ou']3 £16 


PER PERSON, 
DOUBLE OCCUPANCY 


For complete information 
and reservations, contact: 
Mr. Winthrop W. Grice 
GENERAL SALES MANAGER 
Executive Offices 
Marriott Motor Hotel 
U.S. 1, Washington 1, D. C. 


Phone: NAtional 8-4200 
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HOME-MADE VISUAL is vinyl matrial on which paper characters move 
by magnets. “It allows lighting from behind,” says Col. Horace Franklin. 


Execs at One-Day Session 
Get Recap on Visual Aids 


Do-it-yourself techniques scored 
biggest hit at one-day school by At- 
tention Unlimited, Inc., of Washing- 
ton, D.C. Session provided class of 
business executives with information 
on audio-visual field in thorough, 
hurry-up program Company execu- 
tives attended to refresh their pro- 
fessional knowledge in the field and 
learn latest new techniques. School 
also was an opportunity for beginners 
to get “capsulated” curriculum from 
experts 

“Whether you're teaching or train- 
ing, selling soap, convincing the board, 
or proposing marriage, half the battle 
in our day of super communications, 
is how you make your case,” advises 
Col. Horace F. Franklin, course in- 
structor 

Many “tricks of the trade” were 
given to class which met in Philadel- 
phia, to take home and apply to its 
own visual problems. However, most 
valuable to those concerned with low 
budgets (which was most of class) 
were homemade aids of cardboard, 
yarn, crayon and other five-and-ten- 
cent store items. 

Typical of low-cost items was an 


170 


illustration board which had a graph 
drawn on it with a ruler and crayon 
To get full impact, chart had attached 
to it yarn, which when pulled through 
small loops gave animated effect, 
Col. Franklin says, “You don’t have to 
use costly equipment to stage effective 
presentations 

Horace A. Franklin was formerly 
an Army instructor in service Intelli- 
gence and Psychological Warfare 
Schools, where he was an expert on 
audio-visual training techniques. After 
his service retirement, he went into 
partnership with a service colleague, 
Col. Philippe L. Loomis, to organize 
Attention Unlimited, Inc., last fall 

To evaluate what approach a pres- 
entation should take, according to 
instructor Franklin, “Let the audio- 
visual equipment be used according to 
your objective.” More times than 
not, people will allow their thinking 
to become a slave to the equipment 
on hand. He emphasizes the impor- 
tance of using only equipment which 
will do the job. 

Before you begin to map out a 
presentation in which audio-visuals 
are used, you should research avail- 


able information thoroughly. Explore 
all allied areas that may possibly 
add information to your “story.” 

Possible research sources available 
are: (1) personal knowledge, (2) ref- 
erence books, (3) technical, academic 
or government publications, (4) books 
and texts, (5) technical and popular 
periodicals, (6) professional societies, 
(7) experts, (8 personal experience, 
(9) libraries and commercial research 
services, (10) consultants 

Purpose is a major factor, says Col 
Franklin, which determines just what 
form a meeting presentation should 
take. Important to keep in mind is 
that the general purpose of a meeting 
is to transmit knowledge, create or 
change attitude, give a skill, and 
motivate Without achievement to 
some degree in these areas, most 
likely your program has failed 

Planner often can be aided to estab- 
lish a spec ific purpose by asking 


1. What questions do I want the 
group to be able to answer following 


my presentation? 


2. What new attitude should the 
group have following the presenta 


tionr 


3. What parti ular skill must the 
group have acquired (if goal is to 
teach) following the session? 


4. What should thev do as a result 
of the presentation’ 


Franklin points out in his lecture 
that another important factor is time 
How much time do I have to com- 
municate to the group? It may be 30 
seconds, 30 minutes or 30 hours 
“Time factor should be a prime con- 
sideration in selection of audio visual 
aids to be used,” explains the instruc- 
tor 

Franklin stresses, “Purpose of any 
presentation is not to display yourseif 
before an audience but to communi- 
cate. Every word you say, every 
visual aid you use should be selected 
with your audience in mind.” 

Education level, experience, inter 
est in subject, and attitude of audi- 
ence are important, too, to keep in 
mind when you plan your meeting 
To discount such factors may mean 
your presentation will go amiss 

Meeting another 
factor of concern to the planner. Site, 
size, lighting, temperature, humidity, 
ventilation and seating capacity all 
figure into the equipment to be used 
at your meeting. Little is left to 
guess work when a true professional 
begins to plan his agenda 

Attention Unlimited presented a 


environment 1s 
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BOSTON 

CHICAGO 

DALLAS 

DETROIT 

LOS ANGELES 

NEW YORK = ows 
PHILADELPHIA 


ST. LOUIS a 
SAN FRANCISCO @ 
WASHINGTON 


oF 


American serves these popular cities—and many resort areas! 


Planning a meeting? Whether you're thinking of a large meeting in AMERICAN 
one of these major cities or a smaller meeting in a resort area, you'll find 
American’s specialists ready and happy to help you in your planning. For 


details and your free booklet, ‘“Twelve Commandments for an Effective AIRLINES 


Meeting,” write to: Mr. Frank Svoboda, Manager of Convention Sales, 
American Airlines, Inc., 100 Park Avenue, New York 17, N. Y. The Jet Airline 
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FRINGE 


Companies that hold their 


Fora Ballroom =, y : 
or a Small Room — | Te 


fringe benefit. 


Complete Convention Facilities in Chicago! 


e Accommodations for groups from 20 to « Outside hoist for giant displays, astomo 
2000 biles, equipment 
e Visual, audio, closed circuit TV facilities. « New Great Lakes Suite of 5 rooms 
4 © Suites, luxury bedrooms...ali air condi- « New large space exhibition floors. 
sf tioned e 25-story addition, now under way, in- 
e Indoor Olympic-size swimming pool creases capacity to 1100 rooms 


CHALFONTE ~ HADDON HALL 
Michael T. McGarry, General Manage on the Boordwelk, Atlontic City, MJ 


505 N. MICHIGAN AVE., CHICAGO Tom McDonald. Sales Manager ened & epersted by Leeds & Lippiacot 


Write for ustroted folder 


EXECUTIVES 


RW. LEEDS « JOSEPH I. McDONELI 

t J. H. LIPPINCOTT. JR. © E. 0. PARRISH 
ELLSWORTH SOOY « DORIS SEAR e | MAVERLY 
: Ste j , LAWRENCE 8 RAUGH « JAMES E. KNAUFE 
FOR BEST-EVER Conventions 


All convention activities under one roof « Groups to 800 « American 
Pian « Ample meeting rooms, at no charge « Fabulous Beach and 


fishing « Dancing « Championship Golf Course, so closeby! © Racing, 


Tennis Club © Swim in heated, outdoor pool or ocean ¢ Deep sea D 
Jai Alai, Bullfights in nearby Mexico ¢« Everything! 


. v 
FAMOUS ALL-YEAR RESORT 


ne Supremely Suitable 
for SALES MEETINGS 
CONVENTIONS » BANQUETS 


A distinguished hotel - with 


Y a distinguished name - in 
Hotel Del C ORONADO ine het of the eit 
nearest everything, with 


complete facilities for 


H. B. KLINGENSMITH, MANAGING DIRECTOR CORONADO, CALIFORNIA th 
. everyining 


PHILADELPHIA 


ERIE, PENNSYLVANIA 


By the Shores of Lake ade . 400 Luxurious 
Guest Rooms... . . « Redecorated 
Executive Suites .. . < Minute to Rail- 
road Station . . . Five Minutes to Airport 
. Free Parking . . . Excellent Accommo- 
dations for Conventions and Sales Meetings, 
from 10 to 600... Large Exhibit Area 
. . « Unexcelled Recreational Facilities . . . MICHAEL A, DEVITT, Sales Manager 
Distinguished Cuisine and Service. Call Manager Collect— 1512 SPRUCE STREET © Kingsley 5-0100 
Slendele 6-657! B. B. LEIDER, Managing Director 
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% Luxurious Guest Rooms and 
Executive Suites 

*% Closed Circuit TV 

*& Meeting and Functional Rooms 
for 10 to 850 


ee 


A 


simple formula, to apply to any com- 
munications problem. Most significant 
is that the formula takes in time, 
money and audience factors with its 
economy approach. Formula is: 


Take everything audience 
needs to know 


subtract: Anything audience already 
knows 


subtract: Everything you must omit (be- 
cause of time or other factors) 


equals: Message 


When should you visualize? Frank- 
lin offers a catchword to answer most 
situations. The words is D-E-C-I-D-E 
Letters stand for things that any 
visual aid should do: D-emonstrate, 
E-xplain, C-larify, I-llustrate, D-rama- 
tize, and E-mphasize. 

Visual technique used to emphasize 
to class each of these words was a 
“venetian blind.” As Franklin men- 
tioned each goal that a visual should 
do, he flipped down the strip with 
the word printed on it. When he com- 
pleted talking on when you should 
visualize, he turned them all back 
out of sight 

Among hints given by instructor 
Franklin was: Don’t try to telescope 
an hour's talk into 10 minutes. If time 
does not permit you to cover topic 
complete ly 
point and effectively present it. This 
wets the appetite with a point that 
shows why your material is important 


pick out most important 


to vour listeners. If vou are success- 
ful, thev most likely will want to come 
back to hear more of what vou have 
to say 

Make sure that your visual aids 
“fit” physical 
meeting room was more advice to 
class. Best illustrated charts will do 


vour audience little good if evervone 


limitations of vour 


can not read them. In such a situa 
tion it may be that individual charts 
should be handed out rather than 
have one large chart for the group 
Circumstances of a meeting environ 


ment could only determine this 


Franklin separated visual aids into 
three classifications for his class 


Two dimentional visuals: 
. Pictures 
2. Diagram 
3. Schematics 
. Tables 
5. Graphs 


Three dimentional visuals: 
1. Actual item 
2. Models 
3. Mockups 
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— CONVENTIONS — INCENTIVE TRIPS 


te. hla Se a bea 


ash zw - ss 

I oll te COMPLETE ESORT 

en a a bai 
me ia sé 


Private 18 hole Championship Golf Course right on the 
grounds . . . the fabulous new Sapphire Pool—a com- 
fortable 80° always . . . dancing and entertainment 
nightly. Beautifully situated on the Great Sound, across 
from Hamilton. Accommodations for up to 225 guests 
with meeting rooms for 450 persons. 


THE BELMONT MANOR GOLF AND COUNTRY CLUB, WARWICK, BERMUDA 


Represented by Leonard Hicks Jr. & Associates 


New York + Miami + Chicago + Washington + Atlanta « Detroit + Toronto 


move your DISPLAYS and EXHIBITS 


a 


a 


oe 


ad 


safely, swiftly, surely 


The Wheaton organization offers fast 
efficient service to all 50 states. 


the SAFEST distance between 2 points 


COAST TO COAST LONG DISTANCE MOVING 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


in the West. coll 


General Offices: Indianapolis, Indiana 


To get things aone. ban have WYP, fun 

COME TO POINT CLEAR. 4a 

YOUR PRIVATE PLEASURE-LAND! Gr » 
TM 


(Hote 


en A Aeame 


NEW LAGOON ROOM 

SKYLOUNGE 

are 4 
CHAMPIONSHIP GOLF COURSE : <r 
DEEP-SEA CRUISERS for a different meeting! 


SWIMMING POOL AND WHITE SAND BEACH La Fonte 


Distinguished cuisine and service, plus luxurious comfort and ho gem of a 50-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. IN OLD SANTA FE. NEW MEXICO 


100% air conditioned. Add to these features the finest of meeting rooms and you 
have al! the facilities you could ask for a successful, enjoyable meeting! Available Weaude 
all year, except March and April. 


Maximum 200 persons (!20 double rooms and suites) IN ALBUQUERQUE. NEW MEXICO 
For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL + POINT CLEAR, ALABAMA Gaeand Canyon vores 


Murray Stevenson, View President EL TOVAR, BRIGHT ANGEL LODGE 
Owned and operated by Southern industries Corporation, Mobile, Ala. AND YAVAPAI LODGE. ARIZONA 


Death Valley HOTELS 
PIERRE MARQUES CURUACE CREEK INN. AND, FUR. 
Write to Manager or: Monte S. Gordon, 


The Ultimate in Acapulco, Mexico! Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 7-8048 


This internationally renowned luxury re- Robert F. Warner, Inc. 
sort invites groups up to 200 for sales incen- New York + Chicago 
tive programs, conventions, board or sales Washington + Boston 
meetings. The facilities are private and a Soe 
self-contained. The entire hotel is air- dice. 
conditioned. Two swimming pools. Private Gee W. Fawcett, Inc. 
beach. Fabulous fishing. Golf. Tennis | ¢2* piteles : Seattle 
courts. Free bus transportation. Portland + San Diego 
n 
For special group plan rates and brochure, Afateted with 
write our U.S. Representatives. Hotel Pierre, New York 


in 
bwutown Jetroit 


@ 800 luxurious rooms and swites 


@ 14 meeting rooms for 25 te $00 
© Adequote displey spoce 

@ Three great banqvet holls 

© impeccable service. 


© Convenient to Detroit's new civic 
development 


for Your DETROIT-AREA Conference or Executive Meeting 1 


come to The Dearborn Inn. Here, venience for group meetings and stem 
in a pleasant suburban setting, 20 banquets for up to 350; com- v 
minutes from downtown Detroit, pletely air conditioned. Write or 
15 minutes from Metropolitan phone for full information. 

Airport, are the fine services of Ricnarp McLain, General Manager 
a gracious Inn with every con- DonaLp Janxura, Sales Manager 


Let us place these superb con- 
vention facilities at your disposal. 
F q Phone Detroit, WOodward 2-2300. 
Guest Accommodations Teletype Number DE-1062 

135 beautifully ap- 


— rooms in the 
nn and the Colonial LANSON M. BOYER 


Homes with TV, two Gen. Mgr 


restaurants, cocktail 
lounge, all air condi- 
tioned. Free parking 4 } 
Phone LOgan: 5-3000 


re 
ae “oS , m Teletype DE 380 
z: sa Se 4 THE DEARBORN INN “T | 
~~ * _—— . Oakwood Boulevard, i ID: it I 
Neighbor of HENRY FORD MUSEUM and GREENFIELD VILLAGE Dearborn, Michigan 


CASS AT BAGLEY DETROIT 26 MICH 
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Art style visuals: 

. Realistic (actual photographs 
in detail) 

. Stylized (exaggerated in size 
and shape, but identifiable 
with geometric treatment) 

. Mechanical 


Pantograph (a commercial toy, trac- 
ing set) was demonstrated to show 
how art work can be duplicated with 
little money or skill. With tracing set, 
any line drawing can be traced for any 
size. Pantograph will both enlarge 
and reduce the tracing’s size 

A slide was used to explain visual 
impact of color combinations. Discus- 
sion was part of lecture on production 
Franklin explained different types of 
production techniques available to the 
knowledgeable These are 


must dramatic color combinations in 


P annet 


descending order 


. black on yellow 

. black on orange 
3. orange on blue 

» green on white 
5. red on white 

. black on white 

. blue on white 

. white on blue 
¥. Orange on black 


10. white on black 


Chalk, magentic, flannel boards; 
black light, projection equipment and 
close-circuit TV were all part of the 
course material. A low-cost magnetic 
board was shown class. Material used 
was a plastic shower curtain stretched 
Objects on “board” 
could be moved from behind with 
magnets. Advantage of this translu- 
cent screen is that special lighting 
effects can be thrown on visual from 
behind — without an assistant being 


over a frame 


seen 

Speaker tips and suggestions cov- 
ered floor notes, chart notes, and 
prompters to aid speakers to carry off 
Other 
points in the course were role play- 


lectures in smooth manner 


ing, live demonstration, and introduc- 
tions for motion pictures 

Purpose of the course was two- 
foid: First, idea is to make people 
aware of techniques that are available 
to handle their specific problems 
Secondly, course points out where a 
professional consultant is needed 
(Many people do not realize when 
they are in over their head in dealing 
with audio viusals.) 

Another facit of the course was a 
complete buyer's guide in the form of 
sales literature. Selected sales material 
were brought together to show class 
where to buy material and equipment. 
Limited knowledge of where to buy 
can be a stumbling block to plan- 
ners. @ 
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Where there's time for FUN! 


Your attendance figures will zoom, you'll get the work done, 
and still have all the fun nearby that makes 
Miami Beach the World's Playground! 


We specialize in the smaller group or meeting, 
where our very personalized attention to every detail 
and requirement makes the BILTMORE TERRACE 
perfect for your particular needs! 


And, we've got EVERYTHING to fill the bill—LOOK: 


Exhibition space; Free Parking: 227 luxurious rooms: 
Meeting Rooms Complete Entertainment Program; 
—accommodate 250; Free Shopping Limousine Service; 
Dining areas with banquet Private beach, pool, cabanas : 
kitchens; P.A. system; Night-Club—all-star revue; 
Public Relations; Cocktail Lounge, 
Convention staff Dining Rooms 


Represented by UTELL INTERNATIONAL 
New York, Boston, Chicago 
Toronto 


WRITE, WIRE OR PHONE COLLECT 
a " Miomi Beoch, UNion 6-573) , 
i se ELI MELTZER. Monaging Director 


ae 


ON THE OCEAN AT &B7th STREET, MIAM! BEACH, FLORIDA 


Plan your Convention on the .. . 


Whatever your meeting, it will be more successful—more fun—on the 
Mississippi Gulf Coast. In a beautiful Old South setting, you will find 
5000 modern beachfront rooms—meeting rooms for 20 to 1500—banquet 
facilities for 800—exhibition space—marvelous food—swimming—sailing— 
5 golf courses—fishing—gardens—historic landmarks—28 mile beach. The 
Gulf Coast is easy to reach with good transportation facilities. 


Get full convertion data—send this coupon to the Chamber of 
Commerce of one of the Mississippi Gulf Coast cities 
listed below 


Company 
ein BILOXI 


Address . ge ee eras Tk =) GULFPORT 
ek LONG BEACH 
Stete .... fi bevenesesaesu =~ PASS CHRISTIAN ee 
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»¥ i. iis , Arizona’s 
¥ Qa ilicr kwore-s ib... Country Club Resort 


for 


Dior discovered it... G ROL Pp 


Accommodations for 185 guestsina 

secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valley of the Sun. Magnificent 
18 hole golf course and other sports, 
3740’ Paved Airstrip. Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 

that the best.conceived conventions are . 
individually planned, specifically tailored for the demanding " 1. a\*% hey ason: 
but discerning group... where a unique attention to detail and . J Not ember 1 to May 15 


finesse will be most appreciated by each and every delegate co N Vv t N TION 


Guest accommodations for 300 to 350 persons I . THE We 
Flexbie exhibition c 10 meeting rooms : F 
accommodating ) to 10 3 separate dimng 
areas cach equipped with benauet bitcheus...P A f INN, COUNTRY CLUS BUNGALOWS 
system... print shop... public relations director LITCHFIELD PARK ARIZONA 
r and an experienced convention staff... completely Reade Whitwe Mer 
Ait Conditioned 
Jack Parker re Telephone WEstport 5-3811 
; Managing Director PI Ste? OF : NATIONAL REPRESENTAT 
ON THE OCEAN 43rd TO 44th STREETS, MIAMI BEACH, FLORIDA 


AN IDEAL CONFERENCE CENTER whose 


CONFERENCES OF 20-100 PERSONS New York MUrray Hil! 2-4300 


Chleago . RAndolph 6-6024 
CONVENIENTLY 5 ew eee Washington ; -REpublic 7.2642 
LOCATED jon ayette | 


g Toronto . EMpire 3-2693 
toe Mow Yooh City our nspect ton 


VES: 
GLEN W. FAWCETT, Inc. 


Angele M Adisor 


EXCELLENT Yg ? /p 
Private Sr gael to suit i) endlii Y 


your needs 


GOLF & TENNIS J / 
ey nvilec 


pic size pool 


LLL ll 


i~ dellwood country club 
\) new city, new york . new city 4-4626 


re PN 


a 


For complete information call or write 


Mr. LEE WILLS, MANAGING DIRECTOR 


DELLWOOD CONFERENCE CENTER — NEW CITY, N.Y. the picture 


for Convention 


A complete resort under one 
roof. Right on the sea. More 
spacious facilities than most 
city hotels for meetings, ban 
quets, receptions from 20 to 
2000. Ask for free set of illus- 
trated blueprints 


holel 


Metropolitan MIAMT is the ENNIS 


i. = - Write te CONVENTION BUREAU Boardwalk & Michigan Avenue 
rive ; 
Magic City for Conventions 22's: S'S" RN ‘Saath, ones 


Conv. Mar 
Miomi, Florida 
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Predict More Travel——Because It Works! 


(continued from page 44) 


such a program and be successful. 
Warning is that there will be more 
and more travel incentives offered in 
the "60's. It means more companies 
will be doing basically the same thing. 
In order to make your incentive travel 
program alive, Insurance Company of 
North America’s Harrington sees solu- 
tion to problem as, “Travel with a 
specific purpose will become in- 
creasingly popular as a sales incentive. 
The world is shrinking and each year 
more and more U.S. people travel 
abroad and in the U.S. itself. The 
lure of a mere trip loses some of its 
ok gen, luster. Instead trips will 
nave to be packaged attractively in 
the "60's, to include more than the 
exotic. Trips will have to be educa- 
tional; encompass events and experi- 
ence that the individual couid not 
plan.” 

He continues, “For example, trips 
to Switzerland for those in the jewelry 
business; to Liberia for those in the 
tire business; to Brazil for those in 
the grocery (coffee) business. And in 
each case, the trip will have to in- 


clude specially arranged visits, meet- 
ings, interviews which would not be 
on a regular tourist agenda. 

“Whatever incentive travel plans 
for the 1960's we employ at INA, they 
will be based on travel with a pur- 
pose, will contain a high intellectual 
quotient, and will include the entire 
family.” 

Crowds of reservations in future 
years is foreseen as a _ problem. 
Crowded conditions is expected by 
H. S. Wilkinson, vice-president, direc- 
tor of sales, Abbott Laboratories 
“With the great increase in travel and 
the fact that many travelers make 
reservations far in advance, we feel 
that a problem is going to be to obtain 
reservations in time for the reward 
to be close to the performance.” 

Wilkinson feels that it is important 
for the travel incentive to follow 
close behind the contest himself. In 
as much as a salesman are primed 
for the trip and their wifes have 
been eagerly awaiting the new expe- 
rience, a prolonged wait period can 
have adverse effects on contestants. @ 
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“And now I'd like to present the man who sold 50,000 vibrators last 


“” 


year. 
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' 
PLEAS :NESS* 
*Combining PLEASure with busiNESS! 

Combine convention business with gay resort 
life . . . put enthusiasm into each delegate, 
each group mecting. 

From the delegate’s viewpoint—the Daytona 
Beach Resort Area offers recreation . . . sports 
++. attractions... entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 

From your point of view—excellent audi- 
torium space (2700 seats) . . . impressive exhibit 
areas .. . over 20,000 rooms. . . friendly at- 
mosphere to work in . . . gentle prices and 

convention committee assistance. 

This 2-wa int of view adds up to— 
PLEASNESS Coniiake PLEASure with 
busiNESS . . . your pre-convention guarantee 
of success. 

GRMOND BEACH + HOLLY HILL «+ & DAYTONA + PORT ORANGE 


DAYTONA 
BEACH 


BESORT ABEA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


MODERN AS TOMORROW 
TO SERVE YOU TODAY 


Seventeen meeting rooms — cli 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
and free 21 in. console TV— 
splendid meals — health baths — 
music for dancing twice daily 


GEORGE 8. BRUNI 
Vice President & General Monoger 


ADA TAYLOR 
Director of Sales 


Telephone Atlantic City 5-127 
‘S WHE SHISCAMPER 
_8Y- THE’ SEA 


The Advance Furnace Company 148 
Aero Mayflower Transit Company 
Allied Van Lines, Inc. 

American Air Lines, Inc. 
American Express Travel Service 
Americana Hotel 

Apple Valley Inn 

Arawak Hotel 

Ask ‘Mr. Foster Travel 
Astor-Manhattan Hotels 

Atlanta Biltmore Hotel 

Atlantic City Convention Bureau 


Bahamas Government Development 
Board 

Baker Hotel 

Barbizon Plaza Hotel 

The Barcelona Hotel 

Bedford Springs Hotel 

Bulleview Biltmore Hote! 

Belmont Manor 

Berkeley-Carteret Hotel 

Berkshire Hills Conference 

Bermuda Trade Development Board 

The Bermudiana Hotel 

Bertell, Inc. 

Biltmore Terrace Hotel 

Bismarck Hotel 

Boca Raton Club 

British Travel Assn. 

Bryan-Elliott Company 

Burnham Van Service, Inc. 


WHY 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


%& Privete club atmosphere, distinguished 


service 

tr Excellent meeting rooms, equipped with 
all professional requirements 

% Ecsily accessible (only 100 mi. from N. Y. 


end Phila.)—Serviced nationally by lead- 
ing reilroeds and 5 airlines 


ADVERTISERS' 


Camelback Inn 

Canadian National Railways 
Canadian Pacific Railways 
Capital Air Lines 

Caribbean Cruise Lines 

The Carillon Hotel 

Carr Speirs Corporation 
Castle in the Clouds Hotel 
Castle Harbour Hotel 

The Cavalier Hotel 

Chalfonte Haddon-Hall Hote! 
The Chantecler Hotel 
Chateau Lac Beauport 
Claremont Hotel 

Claridge Hote! (Atlantic City) 
Hotel Claridge (Memphis) 
Close and Patenaude 

Color Corporation of America 
Commodore Hotel 

Concord Hotel 

Condado Caribbean Hote! Corporat on 


Daytona Beach Convention Bureau 
Daytona Plaza—Princess Issena Hotels 
Dearborn Inn 

Deauville Hotel 

Hote! Del Coronado 

Dellwood Country Club 


ShYTOP? 


te Outstonding cuisine—privete dining rooms 
x Superb facilities for relosction ond 
recreetion, including 18 bole chompics- 
ship golf course 
t Becutitully appointed occommodetions 
Write for Conference Booklet 
and complete details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. 


Ai) TORRONE 


© Wm. W. Malleson, Jr., Gen. Mer. 
Phone: LYndhurst 5-7401 


01 1 4G MPRNMA AS TMU SORT OREN HE i AME HT 


INDEX 
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177 
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opik jars Grove Park Inn 
and FAIRWAY MOTOR LODGE 

200 LOVELY GUEST ROOMS WITH MOUNTAIN OR GOLF COURSE 

VIEW, OUTDOOR DINING AND DANCING ON THE TERRACE 

COOKOUTS AT THE BARBECUE GROUNDS, SQUARE DANCES, 

SWIMMING IN OUR BEAUTY-LOCKED POOL. GOLF AT OUR 

FRONT DOOR. 

SIX MEETING OR BANQUET ROOMS WITH CAPACITY FROM 600 DOWN TO 35 


ASHEVILLE, NORTH CAROLINA 


RONALD T. LARSEN, 
Sales Manager 


GEORGE J. STOBIE, 
Vice-President — Sales 
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Delta Air Lines 
Hotel Dennis 


Detroit-Leland Hotel 

Di Lido Hotel 

Dinkler Hotels 

Diplomat Hote! 

Display & Exhibit Co 
The Displayers, Inc. 

The Doric Company 

Drake Hotel (Chicago) 
Drake Hotel (Philadelphia) 
Dupont Plaza Hote! 


Eastern Air Lines 

Eden Roc Hotel 

Edgewater Gulf Hote! 
Edison Hotel 

Emerald Beach Hotel 

The Essex & Sussex Hote! 
Everglades Hotel 
Exposition Management Assn 


Far Horizons 

Fields Management Co 
Fontainebieau Hotel 
Hotel Fort Des Moines 
Fred Harvey Hotels 
Freeman Decorating Co 
French Lick-Sheraton Hotel 


Galt Ocean Mile Hotel 

Galveston Moody Center 

Gardner, Robinson, Steirheim & 
Weis, Inc 

General Exhibits & Displays 

Glacier Park Lodge 

The Golden Gate Hote! 

Grand Hote! (Mackinac Island, Mich.) 

Grand Hotel (Pt. Clear, Ala.) 

Greater Providence Chamber of 
Commerce 

The Greenbrier 

Griswold Hote! 

Grossinger's 

Gulf Hills Dude Ranch 


Hawaii Visitors Bureau 

Henry Hudson Hotel 

Hotel Hershey 

Hollywood Beach Hote! 

The Homestead 

Hotel Corporation of America 


Iberia Air Lines of Spain 
Martin 8. Iger Company 
Indies House 

The Inn 

Intercontinenta! Hotels 
International Amphitheetre 
Ivel Construction Corporation 


Jack-Bilt Corporation 
Jack Tar Hotels 

Jam Handy Organization 
Jamaica Tourist Board 


Jug End Barn 


Key Biscayne Hotel 
K.L.M. Royal Dutch Air Lines 
Kloeppel Hotels, Inc. 


La Concha Hotel 

Lafayette Hotel and Lanais 

Lake Tower Motel 

LaSalle Hote! 

Las Vegas Convention Bureau 

Lawrence Hotel 

Lido Hotel 

Lincoln Chamber of Commerce 
Convention Committee 

Long Beach Chamber of Commerce 


The E. F. MacDonald Co 
Madison Hotel 

Manger Hotels 

Manoir Richelieu 
Manpower, Inc. 
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Marrakesh Hotel 

Marriott Motor Hotel 

Maxwell House 

Memorial Coliseum (Portland) 
City of Miami 

Miami Beach Exhibition Hall . 
Miami International Airport Hotel 
Mississippi Gulf Coast 

Mont Tremblant Lodge 

Montagu Beach Hotel 

Montauk Manor 

Hotel Moraine 

Mount Washington Hotel 

Hotel Muehlebach 

Myrtle Beach Chamber of Commerce 


Nassau Beach Lodge 
Nassau Inn 

National Air Lines 
National Guard Armory 
Nevele Country Club 
New York ells Show Corporation 

Niagera Hotel ’ . 

North American Van Lines is ¥ * 

Northeast Air Lines f r,s . et 
Northernaire ‘ ' » Ct eer 


Tampe Chamber of Commerce 179 Villa Moderne Hotel 136 
Hotel Thayer 64 
Trans Canada Air Lines 49 
Trans Caribbean Air Lines 157 
Trans World Air Lines, Inc. Cover 2 
Travel Consultants, Inc. 3 
Traymore Hotel re 109 
Treadway Inns 141 


Warwick Hotel 163 
Williamsburg Inn & Lodge 108 
Hotel Webster Hall 138 
Wentworth-by-the-Sea Hotel 156 
Western Air Lines, Inc. 143 
Western Hotels is 
Westward Ho Hotel 130 
Wheaton Van Lines, Inc. 173 
The Wigwam 176 
Willard Hotel 130 


OS 


United Air Lines, Inc. 28 
United Van Lines 19 
Hotel Utah and Motor Lodge 156 


32, 33, 34, 35, 36, 37 


Northwest Orient Air Lines, Inc. > 
Palm Beach Biltmore Hotel 

Palm Springs Riviera Hotel 

Pan American World Airways, Inc 
Paradise Inn 

Hotel Patten 

Pick-Carter Hotel 

Hotel Pierre 

Pierre Marquis Hotel 

Pocono Manor Inn 

Poland's Sprina & Mansion House 
Ponte Vedra Club 

Hote! President 

Princeton Inn 


You'll get more done...then have more fun at 
LAS VEGAS’ COMPLETE CONVENTION HOTEL 


* 13 Meeting Areas & Private Conference Rooms * 2 Giant Stages 
for Showmanship Demonstrations * Exhibitors Gallery 
* Meeting and Banquet Facilities for Groups from 10 to 1,200 
* Superb Cuisine * Fun ’Round the Clock 


On Stage! 


1295 DELUXE ROOMS & SUITES LE LIDO DE PARIS 
Revue 


The Queen Elizabeth Hotel 800 ROOMS FROM $7 to $13 


Radio Corporation of America 
Radisson Hotel 

Railway Express Agency 
Louis Lestotter & Sons 
Realty Hotels 

Richmond Hotels, Inc. 

Riviera Hotel 

Hotel Robert Meyer 

Roney Plaza Hotel 

Roosevelt Ho'e! 


s LAS VEGAS, NEVADA 

Los Angeles DU 8-1151 ‘ 

San Francisco DO 2-2022 Detroit WO 2-2700 Miami PL 4-1667 Director of Sales 
Chicago MO 4-5100 Washington, 0.C. EX 3-6481 New York Cl 7-6940 Las Vegas DU 4-6350 


Nationally represented by The John A. Tetley Co. and Leonard Hicks, Jr. & Assoc. 


Or contact 


Sagamore Hotel 

St. Moritz Hote! 

Sen Antonio Chamber of Comme-ce 
San Marcos Hotel 

William Sanford, Inc 

Santa Monica Convention Bureau 
Hotel Savery 

Schine Hotels 

See Crest Hote! 

Sharp Ltd., Hotels 

Shawnee Inn 

Shelborne Hotel (Miami Beach) 
Shelburne Hotel (Atlantic City) 
Sheraton-Atlantic Hotel 
Sheraton-Blackstone Hotel 
Sheraton-Cadillac Hotel 
Sheraton Corporation of Amer ca 


you'll get more done 
—and still have fun! 


Sheraton-Dallas Hotel 
Sheraton-Gibson Hotel 
Sheraton-Hawaii Hotels 
Sheraton-Park Hotel 
Sheraton-Philadelphia Hote! 
Sheraton-Towers Hotel 

The Shoreham Hotel 
Skyline Inn 

Skytop Club 

Sleepy Hollow Beach Hotel 
Spectaculart Co. 

Spring Rock Country Club 
Stardust Hotel 

State Fair of Texas 

Sun n’ Sand Hotel Court 
Sun Valley Lodge 
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Get more done and still have fun! 

That’s the good balance you get 
for your sales meeting or convention 
in Tampa. Recreation and entertain- 
ment? Sure, worlds of it, but not 
overemphasized to the point it cuts 
into your important business meetings. 


Accommodations: Modern, air-condi- 
tioned hotels and motels; moderate 
yeor ‘round rotes 

Easy-to-get-to: By rail, air (9 airlines), 
bus, and arterial highways. 


Facilities: Auditorium; meeting, exhibit 
and banquet rooms—for 25 delegates 
or 2500. 


Service: Experienced, cooperative, Con 
vention Department, staffed to relieve 
you of many details of registration, 
housing, programs, entertainment. 


If you mean business, come to. Tampa! 


179 


NOW— ONLY ONE HOUR 
FROM NEW YORK CITY 
and most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 

S setting for 


ETINGS - CON 
&.AND SOG 


For an ex- 
ecutive session 
of 6, or full-scale 
convention of 600, : 
you'll find the type of set- 
up and service you require, % 
and a staff with years of know- 
how. Pool, Restaurants, Dancing. 3 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 3 
OPEN ALL YEAR. 


\.Y.WOrth 2-4018 
, elsewhere, call Asbury Park: 
PROSPECT 5-5000. 


i South's Supreme 
Hotel with a 
Personal Touch 


Atlanta's larges 
2500, located at g 


required and complete 


Five (S} restaurants in 


Nation's finest floor of meeting roe 


9 
Fabulous Empire Room with dining, dan 
and star entertainment 

Arcade Shops of | 


Suites furnished 


atnta Biltmore 


BEST I'VE HEARD 
[iil ieieieeeennes amma tiie EEE 


Subject: TIME 

Salesman popped open one eye, 
glanced at his watch and groaned. 
Watch said 11 o'clock and he was 
supposed to be downstairs for the 
sales meeting at 9:30 a.m. 

He grabbed the phone beside 
his bed and proceeded to chew out 
the desk pra a for failing to awaken 
him at 7:30 a.m. as requested 
“Why,” he demanded, “didn’t your 
operator call me at 7:30?” 

“Because,” said the clerk, “you 
didn’t come in to go to bed until 
8:00 a.m.” 


Subject: WANT AD 
This want ad appeared in the 


personal columns of a newspaper: 

“Joe W. get in touch with me 
at once. Bring three rings — en- 
gagement, wedding and teething 
Have news for you, Betty.” 


Subject: DOGS 


First day at school, teacher asked 
each pupil to give a short talk 
about his pet. After a detailed ac- 
count of all the tricks his dog 
could do, Johnny sat down. “What 
kind of a dog is he?” asked teacher 

“Well, he’s a mixed-up kind,” 
the bov answered. “Sort of a 
cocker scandal.” 


Subject: TAXES 


Tax matters concern evervone 
They even reach down into kinder- 
garten. Now when a teacher tells 
the story of Cinderella, she has to 
be prepared for this question: 

“When the pumpkin turns into a 
golden coach, is that regarded as 


straight income or capital gains?” 


Subject: H-BOMB 


The bomb was touched off by 
accident and every living creature 
seemed to have been destroyed 
except one big gorilla. He was 
only slightly burned as he lay hud- 
dled in his cave. 

He was a mighty lonely gorilla 
as he walked the earth in search 
of food. One day outside a cave 
he heard a noise. He shouted into 
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An exchange of anecdotes and 
facts to help a speaker spice 
his speech and make a point. 


it and heard a female gorilla’s 
voice. Being in a deep cave, she 
had escaped the blast, too 

“I'm hungry,” said the gorilla 
“Know where there’s any food?” 

“Yes,” she said, and scampered 
back into the depths of her cave 
When she came back she had an 
apple for him 

“What,” screamed the gorilla, 
“we going to start that all over 
again?” 


Subject: STATISTICS 


Statisticians can take some sim- 
ple facts and turn them into the 
screwiest things you could imagine 
For instance, 100 men went into 
the woods to cut logs. They took 
along two women to cook for them 
Before the winter ended, two of 
the men married the women 

Along came a statistician and re- 
duced all the lumber camp's activi- 
ties to figures and came up with 
this gem: He reported that 2% of 
the men married 100% of the 
women 


Subject: COMMUNICATIONS 


Two sailors were stranded on a 
desert island. They made the best 
of what was a hopeless situation 
They were too far off usual ship 
ping ianes to be sighted, but they 
managed to subsist on what fish 
they could catch 

One day a bottle with a note in 
it washed ashore and it almost 
drove them nuts 

It was a message from two gals 
stranded on a desert island 


Subject: BILLION DOLLARS 


It’s hard to appreciate just what 
a billion dollars is. Here is one way 
to relate it in simple terms: 

If you stood beside a well, and 
dropped a silver dollar into it every 
second, and you continued to drop 
a silver dollar into the well every 
second of every minute, and you 
never stopped to sleep or eat and 
just dropped silver dollars into the 
well with each tick of the clock 
it would take you 32 years to use 
up a billion dollars 


says William A. Gray 
Canadian Region Sales Manager, 
Sheraton Hotels 


than 9,600 people in our convention rooms. At the 
Sheraton-Brock in Niagara Falls, for example, the new 
Grand Ballroom alone will hold more than 1,300.”’ 

In addition to Canada, Sheraton offers its convention 
services at Sheraton Hotels throughout the continental 


“Up here, Sheraton is used to rights . d 
U. S. and now in Hawaii. Our Sales Staff will arrange 


being host to international con- 

ventions. Just a few months ago, 

for example, The Fraternal Order of Eagles came up from 

the States to hold their convention. The Ladies Auxiliary 

made their headquarters at the King Edward Sheraton 
in Toronto. 

“Big groups like this are no problem, actually. With 

five hotels in Canada, we could handle a total of more 


for meeting rooms and banquet halls, plan menus and 


entertainment handle every little detail to make your 
meeting as worry-free as possible. 

GET A FREE GUIDE AND CHECK LIST to help your 
next banquet or convention run smoothly. Write to: 
Sheraton Hotels, National Convention Office, Sheraton- 
-*ark Hotel, Washington, D. C. 


S)SHERATON HOTELS 


Coast to coast in the U.S. A., in Hawaii and in Canada 


SYRACUSE 
Sheraton-Syracuse Inn 


BINGHAMTON, N. Y. 


EAST 
NEW YORK 
Park-Sheraton 


BALTIMORE 
Sheraton. Belvedere 
PHILADELPHIA 


RAPID CITY, S. D. 
Sheraton-Johnson 
SIOUX CITY, lowa 


DALLAS 
Sheraton-Dalias 
NEW ORLEANS 


CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 


PASADENA 
Huntington-Sheraton 


CANADA 
MONTREAL 


Sheraton-East 
(the Ambassador) 
Sheraton-McAlpin 
Sheraton. Russell 
BOSTON 
»heraton-Plaza 
WASHINGTON 
Sheraton-Cariton 
Sheraton-Park 
PITTSBURGH 
Penn-Sheraton 


Sheraton Hotel 
PROVIDENCE 
Sheraton Biltmore 
SPRINGFIELD, Mass 
Sheraton. Kimball 
ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 
BUFFALO 
Sheraton Hotel 


Sheraton Inn 


MIDWEST 

CHICAGO 

Sheraton. Blackstone 
Sheraton Towers 
DETROIT 

Sheraton -Cadillac 
CLEVELAND 
Sheraton-Cleveland 


Sheraton-Jefferson 
OMAHA 
Sheraton-Fonterelle 
AKRON 

Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoln 


FRENCH LICK, Ind 


French Lick-Sheraton 


Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS; S. D 
Sheraton-Carpenter 
Sheraton-Cataract 


CEDAR RAPIDS, lowa 


Sheraton-Montrose 
SOUTH 


LOUISVILLE 
Sheraton Hotel 
The Watterson 


Sheraton-Charles 
MOBILE, Alabama 
The Battle House 


WEST COAST 
SAN FRANCISCO 
Sheraton-Palace 
LOS ANGELES 
Sheraton-West 
(formerly the 


PORTLAND, Oregon 


SheratonPortlandHotel 


HAWAII 


HONOLULU 
Royal Hawaiian 
Princess Kaiulani 
Moana 


Sheraton-Town House) Surfrider 


Sheraton-Mt. Royal 
The Laurentien 


TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont 
Sheraton-Brock 
HAMILTON, Ont 
Sheraton-Connaught 


“Smith, we'd better start working on another meeting preparation.” 


“Biggs, get going on the meeting. Use last year’s routine as the guide.” 


There’s been a lot of enthusiasm lost along the way. And the pity is that the lack of enthusiasm will probably carry right over to the 
people you want to get the message. There is a way, however, to capture top level thinking and pass it on intact. Our business is to 
help you do the job. For complete details contact 


7c JAM HANDY Ovjengatn 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES © DRAMATIZATIONS © PRESENTATIONS ¢ VISUALIZATIONS ¢ SLIDEFILMS « TRAINING ASSISTANCE 
CALL NEW YORK, JUdson 2-4060 HOLLYWOOD. Hollywood 3-232! DETROIT, TRinity 5-2450 DAYTON, EMterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


f 


